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Will You Be The Dealer 
Who Sells Mrs. Jones? 


@ Mrs. Jones and tens of thousands like 
her are going to buy washers, ironers 
and cleaners just as soon as peace returns. 
But selling Mrs. Jones isn’t going to be 
the cinch that some folks think. Your 
competitors are going to make a deter- 
mined bid for her business and the man 
with the strongest array of sales-clinch- 
ing selling features is going to hold 
the advantage. 


The Apex Postwar Profits Plan provides 
this definite selling advantage. For over 
30 years Apex has been a leader in 
developing new and better household 
appliances. It is common knowledge 
that many features used and accepted 
throughout the industry today were 
originated and perfected by Apex. The 
rubber appliance plug, spiral type agi- 


tator, pressure selector and dome-shaped 
fluted tub, are but a few of many domi- 
nant selling features that were first 
introduced by Apex. This leadership 
will be maintained in Apex postwar 
appliances. 


In addition to features that sell, the 
Apex Postwar Profits Plan provides 
modern styling and enduring perform- 
ance, effective advertising and promo- 
tion, controlled distribution and profit- 
able price structures. In fact, the Apex 
plan gives you everything you need to 
successfully and profitably sell Mrs. Jones. 


There are still opportunities for Apex dis- 
tributor and dealer outlets. Your com- 
munity may be one. Write for details. 
Apex Preference Certificates are availa- 
ble to authorized dealers. Write at once. 





THE APEX ELECTRICAL MANUFACTURING COMPANY - CLEVELAND 


THE APEX 
AUTHORIZED 
DEALER 
ENJOYS 
PROFITABLE 
ADVANTAGES 


PRECISION-MADE 
APPLIANCES 


Apex now works with tolerances 30 
times finer than the human hair. This 
mew technique will assure finer 
mechanisms, quieter operation, longer 
wear—an fewer service calls. 


OUTSTANDING 
SELLING FEATURES 


New Apex automatic and conventional 
washers, ironers and cleaners will 
possess outstanding sales advantages. 


DISTINCTIVE 
STYLING 


Apex appliances have long been 
noted for ultra smart styling and 
dominant floor appeal. 


CONTROLLED 
DISTRIBUTION 


Apex controlled distribution will pro- 
vide deaicrs with ample territory to 
eliminate competitive price-slashing 
practices. Controlled distribution will 
protect your profits. 


NEW SERVICE 
FACILITIES 


Apex Service Division now has its 
own miniature factory where parts 
are made and appliances repaired on 
moving assembly line—a definite part 
of our postwar planning. 


EFFECTIVE 
PROMOTION 


fom advertising and promotion will 
tell a straight forward story on the 
advantages of Apex products. Will 
emphasize selling features and their 
importance to the user. 


ENLARGED 
PRODUCTION 


mae py have been greatly ex- 
panded to build war materiel. These 
increased facilities will permit 
greater-than-ever production of 
peacetime appliances. 





Appliance Dis 


HERE is a general agreement that great effort should 

I be applied toward reducing the cost of distributing elec- 

trical appliances. It is to the interest of the industry 
as well as in the interest of the consumer that the lowest 
possible percentage of the customer’s dollar, consistent with 
fair remuneration to the trade, goes for the services demanded 
in distribution. 

A chief difficulty in studying this problem has been the lack 
of data. Just what have these distribution costs been and how 
were they divided? Studies of retail costs have been made over 
a period of years, but little has been revealed in the way of 
information on the costs of manufacturers and wholesalers. 

Now some light is shed on the subject by figures gathered 
by the Federal Trade Commission and presented to Congress 
in Part IV of a report on distribution methods and costs. 

These FTC figures show a total distribution expense of 
53.35 percent divided between manufacturers 10.16 percent, 
wholesalers 12.68 percent and retailers 30.51 percent. The 
total division of the customer’s dollar is shown by the follow- 
ing table: 


DISTRIBUTION OF THE CONSUMER'S DOLLAR 
FOR HOUSEHOLD ELECTRICAL APPLIANCES 
1939 


Manufacturer to Wholesaler to Retailer 


Manufacturer — 


Cost of goods sold...... 
Manufacturers distribution expense 
Manufacturers balance 


Wholesaler — 
Expense 
Wholesaler balance 


Retailer — 


Expense .. 
Retailer balance 


Consumer pays 


Note the figures referred to as “balance.” This is the per- 
centage from which net profit would come but from which also 
income taxes must come: the tabulation of expenses in the 
report of 82 retailers and 56 wholesalers excludes income tax 
from the total of expense. 

On the basis of the figures the probability of being able to 
reduce distribution expense does not appear promising. Such 
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tribution Costs 


exceedingly slender “‘balances” can hardly be reduced. The 
problem in fact will be to build them up until a fair and 
incentive reward is reached. 


ET’S take a closer look at the retail portion of the total. 
The expense plus balance gives us a total of 31.62 percent 
for margin. This is low compared to two other retail operating 
cost studies made for the same year 1939. One of these 
studies was made by Dun & Bradstreet and the other by 
ELECTRICAL MERCHANDISING. Both agree closely with a 
margin shown of 35.1 percent in the ELECTRICAL MERCHANDIS- 
ING study and 35.3 percent by Dun & Bradstreet, or more 
than 10 percent higher than reported by FTC. At that, the net 
profit figures were nothing to arouse enthusiasm. Dun’s 
showed 2.5 percent and ELectricAL MERCHANDISING 2 percent. 
The ELectricAL MERCHANDISING study is worth citing 
again, because it carries a comparison with a similar study 
made in 1924. The changes in 15 years are instructive: 


COSTS AND PROFITS OF 
ELECTRICAL APPLIANCE RETAILER 


Averages from two studies made by 
Electrical Merchandising 


1924 1939 
Net retail sales 100% 
Cost merchandise sold 64.9 
Gross margin 35.1 
Occupancy expense er 3.5 
Selling expense 11.4 
Publicity expense 2.6 
Administrative expense d 7.5 
Service expense 4.6 
Other expense 3.5 
Total expense 33.1 
Net profit on retail sales \ 2.0 


HAT is to be noted in this comparison is that all costs 

are relatively the same except selling costs up 2 percent 

and most importantly service expense up 3.7 percent. With 

new specialty products post-war sales cost should rise still 

more, but with what we have learned during the war, service 
expense could be cut to the 1924 figure or below. 

If dealers will profit by war experience and continue to oper- 

ate service for revenue, then there will be a fair prospect of 

turning in a satisfactory net profit on the 1939 margins. 


Pe Tye 
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Who can say automatic floor-scrubbers won't be available 
after the war? Certainly not us! For after some of the almost 
human mechanical devices that science is producing right now 
for the Army and Navy, we wouldn't say that anything was 
impossible. 

Today, Eureka is 100% in war production—but we can 
already see post-war developments in household appliances 
taking shape. 

We've quit making vacuum cleaners. Instead, we are build- 
ing precision electric control motors for Flying Fortresses—a 
new-type pyrotechnic signal pistol—gas masks—airplane parts 
—all built to almost unbelievable standards of precision. 

And the experience that we are gaining . . . the new discov- 


eries, new methods and new materials with which we are work- 


They give their lives, 
we lend our money. 
Buy more Bonds! 


PRECISION...IN WAR 





ing ... are helping point the way to amazing new home work- 
saving devices. 

For one thing, we can visualize a vacuum cleaner of To- 
morrow that will be far finer and more efficient than anything 
we have yet built, as well as other household appliances that 
will give the American housewife more leisure time than ever 
before. 

This is Eureka’s exciting promise for Tomorrow, now being 
made to the women of America in a national advertising cam- 
paign reaching millions of homes each month . . . your cus- 
tomers among them. 

Soon you will hear more of the Eureka story in person... 
including Eureka’s great new franchising program. It’s a pro- 
gram that merits an important place in your post-war planning. 


EUREKA VACUUM CLEANER COMPANY, DETROIT 2, MICH. 


AS IN PEACE 
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Frigidaire’s Wartime Service 
Program Helps Dealers 






FRIGIDAIRE 


SERVICE 








EXTENSIVE FACTORY FACILITIES are devoted 
to the manufacture and distribution of parts and 
assemblies, so that Frigidaire dealers may keep the 
millions of Frigidaire refrigerators and other in- 
stallations in essential wartime operation. 








ameter b=] LESS REPAIR 
~ e 





PARTS —thousands of different kinds are stocked 
here, ready to be sent to dealers for use in Frigid- 
aire models of the past 25 years. On hand for 
making these service parts are thousands of tools 
and dies used for the original Frigidaire parts. 





45 DISTRICT SERVICE ORGANIZATIONS 
blanket the country, giving Frigidaire dealers every- 
where quick access to the most commonly needed 
replacement parts, to extensive repair facilities, and 
to supervisors who assist them on technical matters. 





TRAINED TECHNICAL MEN are available to in- 
dividual Frigidaire dealers to help them work out 
any special service problems that may arise...help 
the entire Frigidaire Dealer Organization in carry- 
ing out effective serviceman-training programs. 


5 IMPORTANT OBJECTIVES 


Started more than two years ago, Frigidaire’s Wartime 
Service Program is a continuous major activity to help 


dealers accomplish these important objectives: 


1. To cooperate with the Government's Food Conser- 


vation and Health Protection programs. 


2. To help keep the nation’s refrigerators running. 


3. To locate and train necessary service manpower. 


4. To obtain essential service parts. 


5. To build good will and maintain income. 


FIELD TRAINING SCHOOLS by factory and 
district instructors give hundreds of new and ex- 
perienced servicemen basic and advanced training 
in Household and Commercial Refrigeration, Elec- 
tric Range work. Night school classes are popular. 





‘in War Production. 


Peacetime builders of 
ELECTRIC REFRIGERATORS . RANGES . 
HOME FREEZERS - 
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WATER HEATERS 

ICE CREAM CABINETS 

COMMERCIAL REFRIGERATION - AIR CONDITIONERS 
BEVERAGE, MILK, AND WATER COOLERS 


SERVICEMAN -TRAINING AIDS include Pri- 
mary and Advanced Training Courses, streamlined 
field schools, 9 valuable training films, a timely 
manual and film on customer relations, Handy Ref- 
erence Guides, 2 comprehensive Service Manuals. 


FRIGIDAIRE 


Division of 


GENERAL MOTORS 


* 
BUY MORE 
WAR BONDS 
FOR VICTORY! 


* 


Listen to 
GENERAL MOTORS 
SYMPHONY OF THE AiR... 
Every Sunday Afternoon, 
NBC Network 
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GOLD STANDARD! Silex is stand- 


ard by which all coffee makers are judged. 


“24-K” PRESTIGE! Silex adds to your 


reputation for carrying the top brand in 
every line. 


THE REAL THING! No need to say 


“Just as good as Silex.”” Many people 


already know that nothing but Silex is 
just as good as Silex. And millions more 


are learning, from Silex advertising. 


GOOD AS GOLD in your inventory! 
Another Silex feature that can’t be dupli- 
cated is the way Silex moves off shelves. 


Me tln€ X 


TRADE MARK REGISTERED U. S. PAT. OFF. 


THE SILEX COMPANY - HARTFORD, CONN. 
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GOLDEN TOUCH in advertising! 


Silex national ads dominate the field— 
in frequency, in number of consumers 
reached, and in the mouth-watering way 
they stress Silex coffee goodness, obtain- 
able only with coffee makers marked 
Genuine Silex. 


GOLDEN PROSPECTS ahead for 


you—with sensational new coffee maker 
developments and the already proven 
Silex Automatic Electric Steam Iron, 
ready to launch the minute peacetime 
production can be resumed! 





Creators of the Glass Coffee Maker Industry 
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IS THE CONSISTENT LEADERS 


... past performance 
... present production 
... future planning 


"‘Radionies Exclusively 


PAYS OFF! 


Zenith’s consistent policy of devoting all its 


research, experience, manufacturing facil- 
ities and manpower to the manufacture of 
radionic products exclusively has always 
meant a fast moving, profitable radio line 
to Zenith franchised dealers. 

Today, Zenith is doing its part in the war 
effort as every patriotic manufacturer 
should—it’s our simple duty—so we are 
not bragging about it. The point is, that 
through our present efforts we are main- 


taining our hard-hitting staff and field or- 
ganization intact, expanding our facilities 
and gaining an experience that will mean 
an even finer line of Zenith Radios than 
ever before—Zenith, continuing in war time 
its long established policy of Radionics ex- 
clusively will not have a long drawn-out 
re-tooling period. When the word is given, 
we shall be ready to go—on civilian radio 
—as we now operate on war material— 
radionics exclusively—full speed ahead! 


Zenith Radio Corporation ¢ CHICAGO 59, ILLINOIS 


#LONG DisTANcee RAD i oO 


RADIONIC PRODUCTS EXCLUSIVELY- 
WORLD'S LEADING MANUFACTURER 
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WAR SAVINGS STAMPS AND BONDS 








— 
w 


ard Presented 





Les a proud moment, but this is no time for fancy words. cooperation and inspiration of all our friends in the 
And we are cutting the ceremonies short. As we pause trade. Such being the case, we accept the Award in your 
momentarily to accept this Award givenin recognition of behalf as well as ours. And we pledge to you... as we 


our war efforts, we pause also to give you have pledged to Uncle Sam . . . our continued 


our thanks . . . because we know this honor and untiring production of essential war sup- 


would not have been possible without the plies until the Victory we're fighting for is won! 


JOU* FREE ¢ 


= 
“O 
SS 





FREE SEWING MACHINE CO., ROCKFORD, ILLINOIS 


PEACETIME MANUFACTURERS OF THESE NATIONALLY KNOWN BRANDS OF SEWING MACHINES 


GreeWestinghouse (EWae*HOME 
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For Your Progress in Peacetime 


LANNING for peacetime leader- 

ship is a tangible project at the 
A. J. Lindemann & Hoverson Com- 
pany’s Plant. This complete line 
of gas and electric ranges, electric 
water heaters, oil stoves and other 
products is being streamlined with 
many new, outstanding and practi- 


cal conveniences for housewives. 


Just now, the vast plant of Linde- 
mann & Hoverson is still devoted 
to the production of precision- 
built vital war goods and will so 
continue as long as there is need. 
The absolute precision, so imper- 
ative in war work, will be appar- 
ent in postwar L & H products. 


Manufacturers of ELECTRIC RANGES + ELECTRIC WATER HEATERS © GAS RANGES © OIL STOVES » PORTABLE OVENS + DIL HEATERS + WICKS 


ELECTRICAL MERCHANDISING—MAY, 1944 








The time has not yet come to draw 











aside the curtain for a preview of aw 
HELP THE WiCTORY ORIVE 


. ecw » 
all the L & H postwar plans and 
products. But now is the logical 
time to suggest that the complete- 
ness of the L & H line, plus 
nearly 70 years of successful 





experience in manufacture, 
design and merchandising are 
worthy of your consideration. Keep 


Lindemann & Hoverson products in 


L&H PRODUCTION IS NOW DEVOTED 
TO MAKING THESE WAR GOODS: 


Pins for tank tracks; anti-aircraft shells; cases 
for electrical control apparatus; containers for 
bomb parachutes; cartridge belt webbing; 


assembly of air compressors on U. S. army 
trucks; steel cases for truck tools and parts. 








mind in your postwar planning. 





Bo rere ati 


A. 3. LINDEMANN & HOVERSON CO. 


Since 1875 
MILWAUKEE 7, WISCONSIN 
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great engineering ideas 
in small packages 





Emerson Radio is 100% engaged in fulfilling its military obligations. 
In closely guarded laboratories, research scientists are performing 
daily electronic miracles for war. On production lines, trained workers 
are equipping troops, planes, tanks, battleships and submarines with 
essential radio, radar and electronic devices. On war fronts around the 
world...on land, sea, and in the air...the unfailing performance 

of Emerson-built wartime equipment is helping to speed victory for 


the United Nations. 





EMERSON RADIO & PHONOGRAPH CORPORATION, NEW YORK Il, N.Y. 














en 


“A THEATRE 
IN EVERY HOME” 
with EMERSON 
TELEVISION 


Practical Television at a price within reach 
of every home—will-be but one of the many 
postwar developments of Emerson Radio 
engineers and scientists. 

Emerson Radio's vast research facilities 
augmented by its sensational wartime advances 
in the field of electronic science will find prac- 
tical expression in“ great engineering ideas in 
small packages”...when materials for new 
civilian radios become available. 

The technical perfection of these fine 
instruments will be matched by cabinets of 
exceptional beauty and workmanship... 
STYLED as only Raymond Loewy, famed indus- 
trial designer, can create them. 

As in the past, there will be outstanding 
merchandising and sales promotion, further 
enhancing the value of the Emerson Radio 
Dealer Franchise. 

Meanwhile, the Emerson Radio Postwar 
Planning Board is keeping public interest in 
the Emerson name alive through a coast-to- 
coast radio show and a powerful national 
advertising campaign ...developing business- 
building dealer plans which will stimulate 
store traffic and patronage today...as well as 
tomorrow. 

Even while they look ahead to the pros- 
perous electronics future, Emerson Radio exec- 
utives are keeping their eyes on the current 
“pay-the-rent-and-make-a-profit” needs of the 
radio trade. 

A new, timely, and powerful “PREFER- 
ENCE” promotion will be announced shortly. 


Watch for it... capitalize it! 
_——.s 











Tune in on “GREEN VALLEY, U.S.A.” 
Over Mutual Network, Sundays, 5 p.m. EWT... 


Short-waved to our men and women overseas 


hLimerson Kado 


MAY, 
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A PLAN GROWS 





IN BROOKLYN + NEW YORK 


CHICAGO + BOSTON - 





From Brooklyn to Los Angeles, appliance dealers enthusias- 
tically acclaim the “U” Plan for “V" Day. 


Large Specialty Retailer — “We would 
be remiss as merchandisers if we had not 
become identified with the Plan at once. 
One ‘U’ Plan mailing has already pro- 
duced an amazing volume of post-war 
5 orders.” 


Mid-West Department Store Promotional 
Manager — “We have applied the ‘U’ 
Plan principle throughout our store and 
find it builds post-war business for many 
departments.” 


It was gratifying when trade paper editors gave the 
“U” Plan for ““V”’ Day their blessing. It is really excit- 
ing now that dealers and distributors from coast-to- 
coast are acclaiming the Plan as it is presented to 
them at dealer meetings. Their approval is the best 
testimony we could possibly have that up to date the 
“U” Plan is the most complete, down-to-earth attempt 
to help dealers. 





SAN 





* WASHINGTON ~+ PHILADELPHIA 


FRANCISCO + LOS ANGELES 





preference angle.” 


ek 





Universal contributes the Plan, the National Adver- 
tising, the 20-page Plan Book and a big free Promo- 
tional Package for identifying your store as ‘‘U” Plan 
Headquarters. Don’t delay — send in the coupon to- 
day for your free Plan Book. Become a ““U”’ § 
Planner now — each month will bring you 
new services — new helps from Universal! 




















UNIVERSAL 


SS teem: << — eiiteaemmammmmmtes ar 
P Be LANDERS, FRARY & CLARK » NEW BRITAIN, CONN. 








Name 


Address. 
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Well-attended meetings representative of the appliance indus- 
try heartily endorse the “U” Plan formula of post-war planning. 





free “U” Plan for “V” Day Plan Book to 


City State 
oe ees ees es ee ees ee ee ee es es 






Furniture Store Executive — ‘The ‘U’ Plan 
for ‘V’ Day lends itself well to our type 
of promotion. We particularly like the 


Western Utility New Business Manager— 
“Faced with the vital job of increasing 
domestic consumption after the war, the 
‘U’ Plan is our opening gun in a campaign 
to put more appliances on our lines.” 


Peewee ese See es 


LANDERS, FRARY & CLARK Dept. EM 

i New Britain, Conn. i 
Gentlemen: 
I wish to become a “U” Plan Dealer — please send | 
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| Yow 0s He time to 


FIT YOURSELF INTO THE 








BLACKSTONE PICTURE’ 


Blackstone’s record of achievement 
is well known to the appliance in- 
dustry. But, when it can be told, you 
will agree with those distributors 
who have seen a “preview” that 
the post-war Blackstone line is little 
short of sensational. 

Blackstone will offer “everything 
for the home laundry.” The engin- 
eering and testing of these products 


“WRITE US FOR 








is already an accomplishment. Per- 
fection of their outward design and 
brilliant beauty is well in hand by 
an organization of nationally-known 
specialists. The complete pattern of 
distribution is being woven. 

Now is the time for you to fit your- 
self into this picture. 

BLACKSTONE CORPORATION, JAMESTOWN, N.Y. 


4 Division of Jamestown Metal Equipment Co., Ine. 


FRANCHISE INFORMATION 











BLACKSTONE 








PRODUCT OF 
AMERICAS OLDEST WASHER MANUFACTURER 
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NATIONAL 
ADVERTISING 


in Woman’s Home Compan- 
ion, Parents and Household 
magazines is featuring this 
Blackstone Self-Service 
Chart. Readers are directed 
to their local dealer for a 


FREE COPY. 
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] “Tlorvence “know-how” 


goes into this home front war job, too! 


‘seeea’’ 
Geese 
—- 
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Florence gas range is fully insulated, approved by A.C. A. 
A 36" range with 16" oven, slide-out drop-door broiler with safety stops. 


@ When war came, Florence’s 70 years of “know-how” were 


counted on to make shell cases and parts for tanks, planes and 96% of our work is fe or 
ships. We pitched in with everything we had. America’s Armed Forces 


Now, in the third year of war, there is a need for replacement 
ranges on the home front. And once again Florence “know- 
how” is counted on to meet a wartime need. With government 
sanction, and without losing stride in our main war jobs, we’re 
making a Florence Gas Range—also an oil range, an oil stove 
and oil heaters. The Florence Gas Range, you’ll remember, is 
the one that stole highest honors at the Chicago Furniture 
Market, winning acclaim for its handsome appearance, for 
its generous size and all-around value. 





The Army-Navy “E” for Excel- 
lence has been won by the workers 


After the war, Florence “know-how” will be reflected again foes Canteen ies. 


in the even finer ranges and heaters that will be made for your 
customers. Florence advertising and merchandising support 
will be at work to back them—and you—all the way. 





Air duct systems for the P-47 Thunderbolt * 


Fuel tanks for the vital C-46 Transport Planes 


FLORENCE STOVE CO. # Burner units for the Navy's Safety Still in 


ELECTRIC RANGES lifeboats * Shell cases for the Army and Novy 
GAS RANGES + OIL HEATERS 
Gardner, Mass. 


* Cartridge and powder tanks for the Navy 





* Heat treatment of armor plates for tanks 
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The good old salesmen 
with the 


Monitor Tops! 


Y= SIR, those old General Electric refrigerators 
are doing a selling job for you! 


It’s been years since they left your store. But day in, 
day out they keep right on running as smoothly as 
the day you installed them. 


The folks who bought them have got a lot of satis- 
faction from those old boxes. And until they can buy 
new ones those refrigerators will be a constant re- 
minder of your store and the General Electric products 


you sell! 


They told us so! 


Literally hundreds of people have written us about 
General Electric appliances . . . praising their per- 
formance .. . marveling at the extra years they have 
lasted. As a matter of fact 100% of General: Electric 
refrigerators examined in a recent survey were still 
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at work with 92.1% in excellent condition . . . even 
though 26.2% were ten years old, or older! 


And all of these appliance owners thank their lucky 
stars that they can depend on their General Electric 
equipment to see them through these difficult war days. 


Your repair service came in for praise, too. When 
some adjustment was required, the General Electric 
dealer did the work speedily, efficiently, and at a 
remarkably low cost. 


Fair weather ahead! 


The performance of General Electric appliances has 
made a lot of friends who will be customers again 
when the war is over. That’s why there’s a bright 
future ahead for all of those dealers who sell General 
Electric appliances. General Electric Appliance and 
Merchandise Department, Bridgeport, Connecticut. 
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lectrical Av 


A suggestion for a new approach to indus- 


try cooperation in attaining the goal of com- 


plete electrical service in the post-war home 





By M. E. SKINNER, 


Vice-President, 
Buffalo, Niagara & Eastern Power Corp 
N the past, our electrical industry 


has been outstanding in the devel- 
opment of cooperative promotional 
programs to stimulate the use of elec- 


tricity However, each of these pro- 
grams has been aimed at only one 


hase 


p of electrical use, and as yet no 
one has been able to wrap up a package 
of Electrical Living. This concept of 
full electrical use is of particular im- 
portance in the new home market, but 
its promotion in that field can exert a 
profound influence on the moderniza- 
tion of existing homes as has just been 
indicated. We are all aware, too, of a 
basic difference in point of view be- 
tween the manufacturer who makes 
cooking equipment exclu- 
sively, and the combination company 
who wishes to protect its load. 
There are other factors 
which, in recent years, have tended to 
impair the effectiveness of some of 
Recent 
difficulties with 
other utility commercial executives has 


electrical 
gas 


disturbing 


these cooperative programs. 


discussion of these 


served to crystallize some ideas that 





*From an address delivered at the Edison 
Electric Institute Commercial Conference, 
Chicago, Ill., April 5, 1944. 
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have developed over several years of 
contact with this national cooperative 
program and I would like to present 
a plan which might offer a solution to 
the difficulties have 
countered and, at the same time, pre- 
sent electrical living as a package. It 
is built around the new home market. 


some of we en- 


The Wiring Problem 


Will this post-war house be a gen- 
erous or a niggardly user of electric 
service? This question is of vital 
interest, not only to utility companies 
but also to the entire industry which is 
concerned with the quantity of electri- 
cal material which will go into each 
house. 

If it is improperly wired, that house 
will be a permanent liability to our 
entire industry. Taking care of blown 
fuses adds to utility operating expense, 
and ranges and other equipment re- 
quire costly and bothersome wiring ad- 
ditions before they can be installed. 
But, if the home is adequately wired 
for present and future uses of electric- 
ity, it becomes a permanent asset. The 
entire industry benefits through accel- 
erated and more generous use of their 
products and services. 

The post-war home can skimp along 
with minimum use of service and be a 


“An emblem is needed to identify 
the homes of tomorrow... We 
might designate homes conforming 
to local standards as "Designed for 
Electrical Living’’ and award a ban- 
ner with as many stars for which a 
given house might _ individually 
qualify .. ." 


$30 per year utility customer, or even 
less, OR, it can be a generous user of 
service and pay the utility well over 
$50 a year. 

How many of these post-war homes 
are in prospect? Many guesses and 
estimates are in circulation but let’s 
take the one developed by the Post- 
War Planning Committee of the Pro- 
ducers’ Council—970,000 new homes 
per year for each of the first 5 post-war 
years. 


The $20 


difference between mini- 


"It is suggested that individual utility companies locally 
establish a plan to promote electrification of new homes, 
acting with other branches of the industry . . ." 


MAY, 


ing Iny) 






mum and generous use of utility serv- 
ice applied to this estimate means that 
the market opportunity we are talking 
about is $19,400,000 worth of additional 
service to the electric utilities for each 
year of useful life for the structures— 
and, the increased amounts of wire 
and manufactured equipment which can 
go into these homes make the market 
opportunity for manufacturers, whole- 
salers and contractors correspondingly 
attractive. 

Who is going to make the decisions 
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ffecting this question so vital to the 
lectrical industry ? 
ill the person who eventually occupies 
he home have anything to say about 
t. In the great majority of cases—it 


In very few cases 


verages about 85%—these matters 
ill be decided by the operative builder. 
leanliness, comfort, convenience, the 
tributes of electrical service we em- 
boy so effectively with users and 
bwners are of little interest to the 
builder. He will be influenced by such 
ppeals only to the degree that he can 
mvert them into greater profits or by 
he pride he takes in his reputation 
t building quality homes. 


Public Must Be Sold 


How can our electrical industry 
make wiring adequacy and electrical 
ompleteness profitable features for the 
wilder to incorporate in the houses 
hich he builds? The answer is by 
taking the public responsive—by con- 
incing the pulic of the merit of 
hese features and creating a demand 
1 them. ‘When public interest begins 
0 express itself, the builder will be 
luick to sense his advantage in catering 
0 that interest. 

Providing a trustworthy certifica- 
ion for an adequate electrical installa- 
m and a distinctive and colorful 
‘mblem by means of which the public 
an quickly and easily identify electri- 
al merit, will further this objective. 
This will enable the builder to sell 
nore easily, more quickly and with 
More profit homes incorporating wir- 
ng adequacy and electrical complete- 


ness. If the emblem is adopted widely, 
it becomes susceptible of national ad- 
vertising and promotion which will 
greatly accelerate its acceptance by the 
public, 

What I have said so far sounds like 
I was rehearsing the old Red Seal 
Plan, or the newer Adequate Wiring 
Plan. However, neither of these plans 
went beyond wiring. There was no 
way of tying in ideas of electrical com- 
pleteness such as were advocated by 
the Modern Kitchen Bureau, or quali- 
ties of design as advocated by the 
Setter Light-Better Sight Bureau. 

What is now proposed is to take the 
best features of past programs, to in- 
troduce variations to overcome their 
known weaknesses, to provide flexi- 
bility so that the resultant plan will 
win broad support throughout the en- 
tire industry. This will provide a 
central theme around which a number 
of programs can be built, each aimed 
at specific phases of electrical complete- 
ness and each supported by those who 
are directly interested in proportion to 
their particular stake in the market. 

It is suggested that individual utility 
companies locally establish a plan to 
promote the electrification of new 
homes constructed in their operating 
area, building around the theme,— 
"The Home of Tomorrow will be Electrical— 

Be Ready With Adequate Wiring!" 

It is suggested that each company, 
local electrical association, set up their 
own local specifications on wiring and 
on such other phases of electrical com- 
pleteness as they may elect, and estab- 
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lish a certification procedure. If a 
number of companies serve a unit mar- 
keting area and there is no associa- 
tion, then the group can act in concert. 
In the case of wiring, the specifications 
would be based upon the “Handbook 
of Interior Wiring Design,” which we 
hope will shortly be and 
brought up to date. 

Thus, the plan would be tailored to 
fit the local situation and could accom- 
modate a variation in local attitudes 
toward such items as electric cookery 
which combination companies have 
been reluctant to push. 


revised 


New Emblem Needed 


An emblem is needed to identify 
these homes of tomorrow. It should 
be a new one, for Pearl Harbor day 
closed an era in the public mind and 
V-Day will start another. Any em- 
blem previously in use will probably 
be considered prewar and out of date 
by the public, and none of the prewar 
emblems, such as that of the Adequate 
Wiring Bureau, have the characteris- 
tics which are required. 

Taking advantage of the wide public 
knowledge of the Army-Navy “E” 
Award and their use of a pennant as 
a mark of recognition, we might desig- 
nate homes conforming to such local 
standards as “Designed for Electrical 
Living” and award a banner with as 
many stars as might be locally offered 
and for which a given house might 
individually qualify. This suggested 
insignia has the characteristic that it 
can be universally adopted as the sym- 
bol of an adequately wired home but 


that the number of stars used is at 
the discretion of the local sponsors. 
Thus, the 4 stars illustrated might 
mean that in addition to being ade- 
quately’ wired the home to which this 
banner was awarded had 


1. Fixed lighting equipment conforming 
to Better Light-Better Sight prin- 
ciples 

. A planned and completely equipped 
electric kitchen 

3. A planned and completely equipped 

electric laundry (with or without e/ec- 
tric water heater at local discretion) 

4. A year ‘round air conditioning system 

of whatever scope might be appro- 
propriate to the locality. 


n 


In other words—the more stars—the 
more nearly complete electrically. 

This banner is simply a suggestion 
for an emblem that incorporates the 
features it must have if we are to use 
it to identify anything beyond wiring 
adequacy. A joint committee of utility 
and electrical manufacturer commer- 
cial executives is being constituted to 
review alternate suggestions and deter- 
mine upon an emblem and a statement 
of the plan which represents a con- 
sensus of opinion. After consideration 
by, and suggestions from, other 
branches of the electrical industry, a 
final plan will emerge which should 
then be copyrighted so that a national 
pattern can be created and maintained. 


Would Coordinate Promotions 


Local operation of such a plan will 
be by the local utility or association 
who will, upon adopting the plan— 

(Please turn to page 54) 








Under FHA provisions electrical equipment, permanently installed, can be written into the 
mortgage in a large number of states (See page 58 for table) 
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Roadside stands offer a natural method of distribution. 
The trouble is farmers are hurt by the fact that their 
produce is ripe all at one time. 
the farmers freezing much of their output, and releasing it 
gradually to avoid a glut in the market. 


BIG automobile was bowling 
the highway of 

route 61 down in Louisiana 
springtime. It creaked to a stop 
in front of a straw-hatted youngster 
who was holding out a box 
in his hand 


over concrete 


one 


of berries 


“Strawberries, 5c. a quart,” yelled 
the kid 

“What do you think of that?” one 
of the tourists asked another. “We 


would pay around a half dollar for a 
quart of those frozen up north right 


now.” 


The world is full of incidents like 
this, and to many people they mean 
nothing. To a un like Willard L. 
Morrison they are as revealing as a 
flash of lightning They represent 
something that should be fixed 

Willard Morrison was a Massachu- 


setts boy. He began fixing things in 
new ways back 1907 when his dad 
gave Maxwell car that 
bristled with grease cups. He invented 
a grease gun for his car, and 
realized that he had made something 
new. He neglected to patent 
but other ideas came to him and today 
he has about 300 patents in his name, 
most of them automotive. But he has 
some on food freezing that make his 
opinions in field mighty inter- 
esting 

“T have a family of eight—ten in all 
sit down to my table,” he said. “The 
job of feeding them is what interested 
me in food and its preservation.” 

Mr. Morrison feels that if a locker 


him an old 


never 


re 
this, 


this 
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The future will see 





ated 





plant is practical in a community, it is 
even better to have a home freezer in 
every basement. There is an element 
of travel in carting food back and forth 
to the locker, and as new locker plants 
succeed and new ones spring up their 
greatest lies in being closer to 
your home than the old one. 

“We have also seen the rise of pack- 
age frozen sold at retail in 
single service packages. The trouble 
with this system is that it,fails to get 
at the heart of our situation. 

“In distributing small packages of 
frozen foods, the grocery is much like 
the corner drugstore selling ice cream. 
You buy ice cream for 60c. a quart. 
Time is the factor. You must carry 
it home and use it promptly or the 
drugstore or somebody has to deliver 
it. On a Sunday night or any other 
mealtime when there might be a great 
demand from all over town, the de- 
livery problem fot only reduces the 
potential volume but also increases the 
ost of handling the product to the 
end that, because of the high price, 1t 
is not economical to serve on the table 
as a dessert. 

“The answer, in my mind, is the 
home freezer with plenty of storage 


asset 


foods 


‘aw’ 
i / y 
al y 


Willard L. Morrison, a Massachusetts Yankee, attended 
Boston University. His home and office are full of gadgets. 
For example, he sleeps on a bed which rests on a floor 
surrounded by silk side walls. A cooling coil for cold air 
enters this area giving him air conditioned comfort. 


Ve J, 


capacity. You can see I am leading 
up to the idea of getting away from 
small retail sized packages to whole- 
sale buying that permits a family to 
enjoy real economies in its use of 
food. For example, in Lake 
Forest there are 500 home freezers 
each of which keeps 24 gal. cans of 
ice cream on hand. These are bought 
at wholesale from ice cream plants. 
The ice cream factory gets volume 
production and the home gets it at a 
price which permits the family to serve 
ice cream at something like 3c. a serv- 
ing, which makes it cheaper than pie. 
This popularizes the use of ice cream. 


frozen 


Quantities Give Economy 


“My objection to small packages of 
frozen foods is that they do not give 
a family the economies that are pos- 
The home freezer makes time 
stand still. This faculty permits fami- 
lies to buy and save perishables and 
use them as needed, without worry 
about spoiling. In Lake Forest the 
folks with home freezers are able to 
buy commercial packages at a cost 
of approximately one-third less per 
pound. Many have on hand a larger 


sible. 





The old, old story of money savings 
promises to put one in every home 
and farm, thinks Willard L. Morrison 


MAY, 


quantity and a greater variety tha 


many grocers carry. In our home we 
have about four barrels of frozen foot 
products and it is a point of pride wit 
my wife to be able to ask her guest 
just what they would like to eat ani 
give it to them. When you realize tha 
the institutional package food peopl 
are selling about 85 percent of thei 
frozen foods to restaurants, hotels an¢ 
institutions, and only 15 percent < 
their output at retail, you see how im 
portant the wholesale package is it 
economy. 

“Now the home freezer has a prov 
ince with the producer of food as well 
as the consumer of it. The little boys 
standing by the roadside selling straw 
berries at 5c. a quart are an examp! 
of one of the curses of our agricultura 
system. 

“Crops ripen all at once on th 
farm. It is a feast or famine busines: 
Strawberries come in all at once and 
break the market with their abundance 
which often causes the prodticer a 10s: 
Chickens become ready for market 4 
the same time, and if they are not kille 
become expensive boarders. Fru 
comes off the trees during a shot 
period, rhubarb is ready at a give! 
time, so are melons. 


Important to Farmer 


“The natural rise of the roadsid 
market without any prompting whats 





ever makes it obvious that it offers 2 
economical way for the farmer 


translate his produce into cash. 4 
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trick for Home kreezers 





Lake Forest 


the present moment he is hurt in 
this activity by the gluts that con- 
stantly arise. The home freezer can 
mean just as much to the farmer as it 
loes to the home owner. There is no 
reason why strawberries should not be 
frozen and released gradually to the 
toadside public. There is no sense in 
not dressing poultry and freezing it 
when it is ready for market. The 
home freezer offers a chance to avoid 
over-production and depressed prices. 
It offers the city man driving out to 
the farm the opportunity to get stuff 
that is out of season naturally.” 

A third field is being affected by 
the home freezer, Mr. Morrison points 
out. Years ago when George H. Lori- 
mer was secretary to Armour, hé wrote 
how modern packers used everything 
out a pig except its squeal. That 
Was correct for that date, but further 
Savings are still obvious. Go with 
your butcher and watch him cut up a 
carcass. You will observe that there 
is considerable waste in bone and trim- 


mings on all of which he and the 
customer has had to pay freight. Re- 
cent wartime moves in shipping meat 
to Europe with all bones taken out 
of it presages future economies. 

There is no reason, Mr. Morrison 
feels, why the packer should not cook 
the meat and sell it to you frozen, 
packaged, ready to serve, 100 percent 
edible with absolutely no _ waste. 
Frozen cooked food offers an angle to 
packers that they are rapidly taking 
advantage of. The fact that packers 
turned out $5,000,000 worth of frozen 
food as far back as 1939 is an indi- 
cation of how the business has been 
developing. Corned beef hash, chicken 
a la King, chop suey and many other 
delicacies can be produced ready for 
almost instant use by the housewife. 
For example, in Lake Forest a quart 
of chicken a la King sells for $1. For 
small families, for working women, for 
people in a hurry this is an ideal situa- 
tion. It looks as if in the future there 
will be no butcher shops. 
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The butcher, in» Mr. Morrison’s 
opinion, will probably be cutting up 
beef animals for a fee for customers 
who buy their meat wholesale and 
store it in their freezers. 


Invented “Deep-Freeze" 


The interest of Mr. Morrison in 
home freezers arose from the fact that 
packages of food dried out when 
opened. It was necessary for him to 
buy small packages which could be used 
at one sitting and thus he felt he 
missed out on the advantage of whole- 


sale buying which larger packages 
afforded. 
After Mr. Morrison built his first 


home freezer, neighbors heard about it 
and 26 orders came to him one after- 
noon unsolicited. One man who de- 
livered manure came in and paid cash 
for a freezer hauling it away on his 
manure spreader. That is what made 
Willard Morrison realize that there 
really was a germ of a great business 
in home freezers. His own invention 


homes regularly buy 2'/2 gal. packages of ice cream, This reduces the cost of serving to about 3c a plate. 


he called by the name of 
Freeze.” 

Cost of operation of a Deep-Freeze 
is not excessive, Mr. Morrison de- 
clares. On a 2c. kw.-hr. rate, it costs 
the average owner about $1 to $2 a 
month per barrel to operate. In case 
of breakdown the home freezer should 
hold food for 48 hours before it starts 
defrosting. The Morrison idea has 
never been for the home owner to accu- 
mulate a big supply of food and keep 
it frozen for a long time. His thought 
is to give the family the advantage of 
being able to buy wholesale, and then 
use the food as it is This 
is the way to lower the cost of living 
and at the same time provide a better 
quality of provender. This is the way 
to iron out the high cost of distribution 
both to the man who produces the 
food, and the man who eats the grub. 
A home freezer at the point of growth 
and a home freezer at the point 
of consumption is the Morrison motto. 

This is the way to better living. 


“Deep- 


needed. 
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Servicing 1900 Washers} 





Dismantling Models with Large Post UNit no tue mut 





1 Remove the agitator. If frozen so that pouring boil- 2 The next step is to remove the wringer and wringer Now out comes the agitator post. Use, if possible 13 By 

ing water over top won't help, drive three small gear case. It is simply a matter of lifting it up off 1900's special wrench to fit the hex base of the post. ca 
wooden wedges one under each vane of agitator, with the wringer support tube. This should be done before If wrench not available drive on lugs of post with a block & loose. 
flat side down. Again pour on boiling water. Drive agitator post is removed (next picture). of wood and hammer. Be sure to turn counter clockwise. 


wedges in evenly. This will force agitator free. 





your fi 
the rig 


Characteristic of this model 1900 is the large post Off comes the tub now. The drain, of course, has Pull off the rubber tub cushion. Note how cleanly 
unit. You will observe that it comes out in one piece, been previously removed the base of the 1900 washer strips down. 
and has no tub nut. 





7 Plug the agitator post opening with some rags or An old washer base makes a nice stand on which to Remove the washer control rod from the base control 
waste to keep lubricating oil in. You are going to turn your washer over. It brings it up to a fair work- bracket and the case control lever. A pair of pliers 
turn it over. ing height. is used in this operation. 
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12 Take out the screws and slip the motor coupling 


10 Take out the two hex headed cap screws which hold 
back on the motor shaft so that it clears the gear 


the case’to the base studs. 











case worm shaft. 





































ssible By this time you are ready to take out the gear 1 A lot of fellows think it is necessary to remove the 15 Here you are with the 1900 gear case ready to work 
post. case. The gentleman is shown here breaking it brace to get the gear case out. You can frequently on. It has taken only a few minutes to get it out. 
block loose. slide it under them. 

kwise. 





PREVIOUS SERVICE ARTICLES 





HIS is one of a series of “how to" service 
articles on specific makes of electrica/ 
appliances. These step-by-step operation 
instructions are prepared by Electrical 
Merchandising, in cooperation with the man- 
ufacturers, and carefully checked for ac- 
curacy. Already published are similar serv- 
ice articles on the following makes of ap- 
pliances: Westinghouse irons (February, 
1941); ranges (August, 1943); Maytag 


1 1900 motors turn in the opposite direction from 17 Check motor for tightness in its mounting bracket. washers (April. and September, 1942); 

most washer motors, clockwise from shaft end. -Many If loose, replace worn rubber mountings unless they Knapp-Monarch toasters (November, 1942): 
motor shops, not knowing this, reverse them. Check with have clamps (which can be tightened). If motor has oil Sicestnn leet iiediaaen ttimaieas 1O68': 
your fingers, while running, to see if motor is going in holes, put few drops of D.T.E. light oil in each. Simplex jironers (March, 1943); Speed 


leanly the right direction. Queen washers (March, 1943); wringers 


(June, 1943): lronrite ironers (April, 1943) 
Dine 


e s s General Electric and Hotpoint irons f 
To Dismantle Models With Small Post Unit (Has tub nut) 1943): General Electric ee Sets 





1943); refrigerators, Type CA be 
1943); Blackstone ironers (May, 1943 
wringers (September, 1943); Universal irons 


(May, 1943); washers (July, 1943); perco- 


fc lators (October, 1943); toasters (November 
1943); cleaners Apri 1944) Lovell 
wringers (June, !943); Hotpoint ranges 
(June, 1943); Apex washers and ironers 
(July, 1943); Easy washers and ironers 


(August, 1943); Chromalox electric range 
units (September, 1943 Thor washers 
(September, 1943); Norge refrigerators 
November, 1943); Bendix washers (N 
vember, 1943); Gibson refrigerators 
ember, 1943); Telechron clocks (February 




















1944); Dexter washers (March and Apr 
1944); ABC washers (April, |944 
ontrol 1 Remove the agitator post tub nut. Use 1900's spe- Since the tub on this model is anchored to base 
pliers cial wrench, if possible, which fits wings of nut. Other- with screws, it need not be removed. The center post 
wise, drive on the wings with a block of wood and a ham- is pressed into the case cover. Turn tub and base over 
mer, Nut must often be replaced if corroded. together to get at the gear case and motor. 
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Gear Case Teardown 








a 
Naturally the first thing you do is to pour out the You can loosen the screws and get the cover off in The first step is to slip out the agitator shaft gear 
oil from the case short order too. Note carefully the position of all from the case. 

parts so you can reassemble properly. 








4 Experts usually wash the grease off in a kerosene bath With a good husky wrench the gentleman is prying Connecting rod and sector gear slips out in one piece 
from each gear as it is removed, out the connecting rod. as shown in picture above. 


> we = 
‘ee 








That handy wrench is shown loosening the sector 8 Now he is loosening the worm gear eccentric bushing 4 Next step is to loosen the end thrust off with them. 
eccentric bushing nut. nut. The same handy wrench is used. 





With a screwdriver you can take out the end thrust 1 By means of an Allen set screw wrench you loosen Move on now with your Allen set screw wrench and 
parts. the sector eccentric set screw. loosen the worm gear eccentric set screw. 
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13 Place a rod in the worm gear eccentric bushing hole 14 Tap loose the worm gear eccentric with a hammer After the other preliminary steps, you will find you 
to back out the worm gear. as shown above. can lift out the worm gear easily. 





s 


0 ne 
* ee eae * 
—— mS Oe ‘a 
We,» =F. 
afl 1 a 
1 You follow this by taking from the case the worm Remove the sector eccentric and intermediate gear Drive out worm from case after first removing oil’ 
gear eccentric shown in the gentleman's right hand. as the next step in the process. slinger cotter pin. 











Pry out worm oil seal. If old style seal held in place 20 Don't try to use old gaskets. Scrape them off with 21 Clean up your case now with a brush dipped in 
with screws, remove these first. a knife. kerosene. 





22 This little stud the gentleman is pinching gets a lot 2 You can place a gear over this stud and test it by 24 Here you see the stud being driven down for a new 
of wear. Feel it with your finger to see whether it seeing how much play there is. wear area. 
needs replacing. (Continued on next page) 
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Servicing 


1900 Washers 


(Continued from p 21) 


READ UP AND DOWN Y¥ 








29 Now take a hacksaw and cut off the surplus length 
of pin driven in the hole. 








What to Observe While 
Working on Gear Case 





25 Should you desire to replace it, flip the case over 
and prick punch the spot to mark for drilling. 





1 Be sure to check the parts for wear. Here we are 


ease. going over the worm gears and eccentric assembly. 





Look over the teeth on the sector gear and check 
your connecting rod. 





28 Here we are driving a '/, 
Yq in. hole. 


in. taper pin to plug up Fit the agitator shaft gear and sector gear together 


our in your hand to see if there is any play. 
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Checking worm in case. 
case or an oil leak will result. 
trics and intermediate gear are in position. 


Here is a handy device to get gears to running 
smoothly. A motor is hitched up to turn the gears 
which are painted with grinding compound and allowed 
to run until they function smoothly. Worm, with asso- 


ciated parts and worm gear are only items added beyond 
step above. 


‘J Clean the grinding compound off your gears, and by 

reversing the dismantling procedure put the gearcase 
back together again. One pint of SAE 30 motor oil is 
required to lubricate the repaired case. Make a final 
checkup after assembling the case and washer together 
Any adjustments to be correct should be made under 
normal washing load. The washer must be standing upright 
on its legs when making such adjustments. 
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General Electric outlines 


its plans for 


the new electronic entertainment art at 
a special conference in New York City 


At a press gathering in New York, J. D. McLean, General Electric commercial 
engineer, left, explains some sketches of "tomorrow's" television equipment as 


foreseen by G. E. engineers. 
station. 


He is pointing to a transmitter for a “satellite” 
In upper right is a receiving-monitoring unit; lower right a mobile 


television unit; lower center, a combination |6-mm. motion picture projector and 
film pickup camera. 


BELOW 


- McLean, General Electric, with chart showing the status of television today 
and predicting what it will be post-war 

















Post-War \VELEVISION 


SIMPLIFIED plan designed 
to encourage the 
of post-war 
mitting stations and 
post-war home 
within the every 
American family were outlined recently 
by officers of the Electronics Depart- 
ment of the General Electric Co. 
It was estimated that within five 
years after the war there will be more 


construction 
television trans- 
a prediction of 
television receivers 


means of almost 


than 100 television broadcasting sta- 
tions in operation, serving more than 
half the homes of the country 
high-grade network television 
grams. 


with 
pro- 


The plan stipulates that any respon- 
sible individual or organization may 
now reserve all the necessary television 
transmitting equipment by making a 
deposit of only a fraction of the cost 
of the equipment in the form of non- 


Radio relaying of television and FM radio programs, will be made possible 
by this revolutionary electronic tube—one of a large new family of ultra-high 
frequency tubes made possible by the invention by General Electric engineers 
of a disc-seal tube design. J. D. McLean, G. E. commercial engineer, explains 


the tube to D. L. Bell, also of G. E. 
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negotiable U. 
bond deposit 


S. War Bonds. 
establishes a 
number for the depositor which is 
transferred into an order within 90 
days after the end of the war. The 
bonds are then returned to the de- 
positor and a contract for an order 
drawn up. 

James D. McLean, commercial engi- 
neer, Electronics Department, General 
Electric Co., said that his department 
is planning to establish an experimental 
“two-day” television relay network 
between New York and Schenectady 
as soon as manpower and materials are 
available. This will involve four ultra- 
high frequency radio stations and will 
allow complete 


The 


priority 


interchange of pro- 


grams. 


Equipment Reservation 


In announcing the television equip- 
ment reservation plan, Mr. McLean 
said that the enthusiasm which greeted 
a similar plan for the building of FM 
and AM stations prompted the com- 
pany to expand the program to include 
television equipment. 

“This plan,” he said, “will enable 
organizations interested in entering 
television broadcasting to reserve their 
equipment now and to obtain priority 
listing on our post-war production 
schedule. We have established War 
3ond deposits which will reserve com- 
plete television broadcasting systems 
and associated equipment, thus assur- 
ing the broadcaster the earliest possible 


delivery. It will enable General Elec- 
tric to plan its factory and manpower 
requirements for the most efficient 
production of this material after the 
war.” 


40 Stations Scheduled 


In an earlier portion of his address, 
Mr. McLean stated that television as 
an industry will grow rapidly after 
the war. “Today,” he said, “we have 
nine active stations in metropolitan 
areas with a population of about 
22,000,000 people. It will take prob- 
ably eighteen months to build, install 
and put new television stations into 
operation after the war. As of March 
1, there were 40 television stations 
scheduled for post-war construction in 
the United States based upon licenses 
granted or applied for. These 40 sta- 
tions when active will serve approxi- 
mately 30,000,000 persons.” He ex- 
plained that this figure would probably 
be greatly increased through the oper- 
ation of satellite stations located in 
population areas not reached by the 
master stations. 


Sees 100 television stations 


“We anticipate,” he continued, 
“within five years after the war there 
will be at least 100 active master tele- 
vision stations serving in excess of 
67,000,000 people—more than half the 
population of the United States.” 

(Please turn to page 114) 
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BEN. S. GAMBILL 


Distributors must not be lured into overloading during the first years after the war, 


declares Ben S. Gambill of the Braid Electric, Nashville. 


Automatic washers will 


lead in post-war popularity with dealers, his dealer survey showed. 


Fer 


HERMAN BOWERS 
The way Charley F. York used to squint 
his good eye at exclusive propositions 
always intrigued Herman Bowers of Cin- 
cinnati's York Supply Co. 


TOM FRENCH 
With most of the fresh money after the 
war belonging to farmers, distributors are 
going to be needed in these widely scat- 
tered districts, Tom French of Peaslee 
Gaulbert, Louisville, thinks. 

















FRENCH actress came 
New York on the /le de Francs 
and was met at 
newspaper met 


the pier by 
[hey took pictures 
of her legs crossed, and rousingly in- 
terviewed het When finished, 
“Boys, | 
bottom to the 


she 
said, thank you trom my 
heart.’ 

lhat slow, raspberry sort of attitude 
is what greets the reporter who goes 
in to inte1 
sibilities of the 


view distributors on the pos- 
post-war era washing 


them up 


General Impressions 


it appea that distributors have 
very definite notions that their services 
will be needed in the near future. 
These are the impressions that one 
bears away from a couple of dozen con- 
versation 

1. That the lushest, greenest post 
war market going to be rural. 
Farmers have beet ible to hang on to 
more of the profits than even war 
workers, for het ire not charging 
them any more for eggs. They grow 
their living, which war workers don't. 
Rural electrification, as a_ political 


gesture, is bound to continue. This is 
creating a great, unsaturated market 
There is an unparalleled movement to 
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Dont Kiss tha} 


Farmers with Money and Rural Electrification are our Two Best 
Post-war Bets—and Country Selling Calls for Distributors 


the suburbs and country by city 
A recent survey showed that 


nine out of ten families apparently ex- 


people. 


pect their new home to go up on acre- 


ize. 

Who can do a better job of selling 
to a scattered, agricultural market than 
a distributor ? 

2 it likely that dis- 
tributors are going to continue to carry 
more than one line and be diversified 
ifter the war. It was Jim Nance of 
Zenith who said that appliances are 
jealous 


is extremely 


mistresses, and this writer 
looked sharply at this trend. There 
has been too big a survival among 
those distributors who were diversi- 


fied, apparently, for them to let this 
virtue pass unnoticed. 

3. Distributors believe that direct 
ractory branches will be limited to hot 
spots. The virtue of a factory branch 
is the flexibility it possesses, and the 
ulvantage that it need not make any 
The factory branches, 
the less a manufacturer will be able to 
yperate them all at a loss. The minute 
he forces them to get on the profit 
side of 


money more 


1 


moment he is 
doing a job that a distributor can per- 


a ledger, that 


form more effectively, they Say. 
4. Distributors admit that they ex- 
pect their margins will likely be cut 


in the post-war era, and they expect to 
cut their services in proportion. Home 
economists, flashy presentations, will 
probably go out the window and dis- 
tributors’ will widen their lines 
in order to keep up their commissions. 
The educating will have to be taken 
over by the factory, if there is to be 
any, they say. 

5. Distributors are aware that ap- 
pliance manufacturers are being 
tempted to produce products for the 
mail order chains, for the tire people. 
The fly in this alluring prospect, they 
point out, is the fact that the mail 
order chains, not the government— 
were the folks who really started this 
idea of re-negotiation. The manufac- 
turer’s safety consists in keeping up 
his independent outlets. 

These are highlights, but they sum 
up fairly well the thinking that pre- 
vails. To get some of the individual 
thinking that is going on, in its various 
ramifications, your reporter presents 
a few sample talks with distributors. 


men 


York Supply Co., Cincinnati 


When old Charley F. York used to 
squint his good eye at visitors and turn 
down anything that restricted the firm 
to one line of goods, he made a big 


MAY, 


impression on Herman Bowers, wh 
sits in the big chair today. 


“You can get a line on our policy 


from our history,” he said. “We 
started back in Greenville, Ohio, 
1911. During our first year we ha 


the exclusive agency for the Maxwel 
automobile and took a lot of orders 


Maxwell apparently oversold, couldn’ 
make deliveries, and we-had to go out 


and hand back refunds, 
a year’s profit. After that we took o: 


That cost us 


a line of automobile supplies which we 


obtained from several 
E. F. Chelsey, A. Z. Heller and I hav 
always continued that policy.” 

York supply opened up a branch 1 


sources, ane 


Dayton in 1926 and one in Cincinnati 
in 1928. When the war shut off appli- 
ances it took on furniture and expects 


to continue with it when the shooting 


is over. 


York covers 40 towns 
counties and has 600 accounts. 
The firm’s first specialty was 
Everready radio, which was dis 
tinued. 


clusive distributors 


That even caught a lot of ex- 
flatfooted, but 


York was saved by its other lines 


Then York took on Kolster. 
got mixed up in the stock market 
went broke, Herman 
Again a lot of 
caught, but not York. Later \ 


Kol ter 


Sowers sys 
distributors were 


rk 
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R. W. SCHACKLEFORD 
Carrying buiiding items like insulation which get a dealer close to new construc- 
tion is good strategy, R. W. Schackleford, district manager for General Electric 
Supply, Nashville, says. 


EUGENE P. ZACHMAN 


* 


ct, ee 
oe Me a ab 


wo EN 


The time is coming when manufacturers are going to insist that the dealer carry- 
ing lines be able to service them, thinks Eugene P. Zachman, secretary of the 
Cincinnati Electric Association. 








handled U. S. Radio & Television and 
gradually diversified with such lines 
as Zenith, Electrolux, Speed Queen 
washers and White sewing machines. 
the 
tributor got 20 per cent, with his sales- 
men raking in from 4 to 5 per cent. 
If distributors are cut to 14 per cent 
after the war, Mr. thinks, 
each salesman will carry several lines 
because he will have to sell $500,000 
a year instead of $100,000 to make his 
income. 

The mechanical job of reaching cus- 
tomers has to be paid by, and a dis- 
tributor. can do it* just as effectively 
as a factory branch, Mr. Bowers de- 


sefore the war average dis- 


Sowers 


clares. You can’t cut freight, you 
can’t cut rent or lights. You can cut 
advertising. Recently Mr. Bowers 


heard of one manufacturer who was 
toying with the idea of giving his dis- 
tributor 18 per cent on his first $80,000 
in sales, 15 per cent on second 
$80,000 and 12 per cent on his third 
$80,000. He would average around 14 
per cent, and naturally the distributor 
would cut his job to fit that figure. 
Speculating on manufacturers’ prob- 
lems, Mr. Bowers felt that it was 
undoubtedly a great temptation for 
them to take on contracts with chains. 
The difficulty lies in the fact that if 


his 


\Distributor 
GOODBYE 


they make too much money, the chains 
will take them over, he said. Look 
what the Ford Motor Co. did to the 
suppliers of various parts of their car, 
he points out. 


Sees Big Expansion 


he production of appliances will 
be greatly expanded after the war, Mr. 
30wers thinks. Every factory is over- 
built and there are a lot of newcomers 
in the offing. If they all let loose 
with all they can produce, it will na- 
turally beat down the price tags. In 
order to get competitive advantages 
a great many manufacturers are go- 
ing to set up factory branches in the 
hot spots. Factory branches are flex- 
ible and can take losses. 
erally appreciated that a beating can 
only be taken in a few places, with 
the made up That 
will stop the spread of factory 
branches. 

As to the retailer, Mr. Bowers said, 
he is going to operate a home speci- 
alty shop. He will get a lot of revenue 
from repairs and will handle his own 
collections as furniture stores do. 
While a lot of electric dealers today 
have some furniture pieces, they must 
make up their minds to com- 
plete lines if they are to stick in the 


It is not gen- 


elsewhere. 


] sses 


carry 
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Lin- 
oleum and mattresses are specialties 
that can probably be carried alone, 
but not a few pieces of furniture. 

In conclusion to his remarks, Her- 
man Bowers swung the subject around 


furniture business after the war. 


to sewing machines. “You can spot 
the successful future generally by 
what has happened in the past. The 
sewing machine is our oldest home 


It has gone through wars 

It has a high satura- 
tion and a lot of trade ins. On these 
a distributor makes from 28 to.29 per 
cent. This appliance has been through 
the mill and has gravitated to the 
level that permits a job to be done. 
Others can benefit by this precedent.” 


appliance. 
and bad times. 


Ben S. Gambill, Nashville, Speaks 


One of the perils that will beset the 
distributor in the near future after 
the war lies in the way he stocks mer- 
3en S. Gambill of the Braid 
Electric Co., Nashville, declares. 

“Old line manufacturers must 
quaint the trade with new develop- 
ments in advance in this 
Mr. Gambill, “or they must hold down 
on the amount of merchandise they 
vet their distributors to stock. With 
a lot of new competition in the field 


chandise, 
ac- 


era,” says 


BY TOM F. BLACKBURN 


| 


and with a lot of new developments 
kept under wraps, it will be suicide 
for the distributor who gets stocked up 
to the gills and then has his stuff ob- 
soleted by some new development on 
the market.” 

\ little thing in market,can render 
old stock out Mr. 
Gambill. The speaker did 
it, and tone control did it. There is 
greater peril of something new c 
ing on the after-war market than 
before. The advantage of old 
line manufacturers in this era will be 
the fact that they already have dis- 
tributors. If they should break them 
by loading them, and having another 
manufacturer out a radically 
new item, the distributor in his weak- 
ened condition will 
stage a comeback. 

The point of it all is, a manufac- 
turer cannot load his trade in a chang- 
ing market. 

Another thing that the future will 
have to see taken care of, Mr. Gambill 
says, is the price setup. A jobber 
cannot pay the manufacturer a fac- 
tory price for radio and find it about 
the level at what the mail order chain 
stores sell at retail. -The future is 
going to have to see brand name mer- 


obsolete, points 


dynamic 
mM- 


ever 


bring 


not be able to 


(Continued on page 44) 
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Like Lochinvar, F. H. McCormick came out 
of the west with the other young men who 
played such a big role in putting the elec- 
tric range over. Today he is assistant chief 
engineer, Frigidaire division, GMC. 


truste esp \ esign 
| dew Frigidaire ele 
ange, wl pu e ma 
in 1937 
He had begur s electrical activities 
Spol Wa ngton by ilte rnately 
Y Washington Water 
Power | ng Washington 
( ' 
Met Lioyd Copeman 
At lat ime a 1ainted 
tl ‘ ‘ ploye iumed Lloyd 
Copen \ 1 h s work 
rly l g e and “tinker” 
th an “elect t he was 
eveloping. Cope tove $0 
e box” v g ns icted 
\ 1 with 1 » and box 
‘ O ‘ was a 
ype le ita i » Ca ch 
it cut off irrent Ww e heat 
iched a certa ) Cop used 
» piex iting wu s; Ww | wire 
€ Ide eiain c i ind 
*hed ther the king p 
e bottom of the ove epending 
the cooking job to be done Later, 
p ved t F li Micl ga 
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the Electric 


Frigidaire Questionnaired the Women 


An interview with F. H. McCormick, Frigidaire Asst. Chief Engineer 


+. 
ind began manufacturing his electric 
stoves there. Shortly afterward, in 
1911, the Washington Water Power 
Co. purchased two carloads of Cope 


ormick’s 
first experience with the electric 


was in selling | 


4 ind 


man’s electric stoves, and Mc¢ 
range 
business servicing 
his new “cooking marvel.” Copeman’s 
sold to Westing- 
: 


became the fore- 


t 
, ‘ 
Dusiness was late! 
] 


1ouse and his product 


runner of the present Westinghouse 
range, 

Since then, McCormick has lived 
with the electric range through all its 
nany stages of development, except 


ng World War I, 
Army Air Corps. 
after the war he joined 
Electric Co. 
then recently created 
to consolidate General Electric, Hughes 
and Hotpoint this 

eld; and he remained with this organ- 
ization until 1936 


for a tour of duty dur 
is radio officer in the 
Imn ediately 
Appliance 
been 


organizations in 


In reviewing the progress of electric 
ranges, some of the that 
stand out in McCormick’s mind include 
introduction of 


highlights 


nickel-chromium re- 
sistance wire to replace German silver 
and other ] and the 


inferior alloys, 


gradual evolution from open coil to 
enclosed heating units—particularly the 
development of tubular heating units 

which he has taken an active part 
from its inception. 

\lso important was the shift from 
traditional cast iron stove construction 
to modern pressed steel and porcelain 
enamel resulting from the 
production tech- 
niques to supersede the old stove foun- 
dry methods. 


designs, 


adoption of mass 


Chere was the adoption of automatic 
time and temperature control for the 
yven which really made accurate bak- 
ing possible and eliminated the “luck” 
factor. 


Praises C. P. Randolph 


In discussing these developments, 
McCormick paid a glowing tribute to 
C. P. Randolph, his former chief, to 
whom he believes the entire electric 
range and water heater industry owes 
a debt of gratitude for many contribu- 
tions. Randolph, who died in 1937, 
was a pioneer in applying a scientific 
approach to the development of electric 
appliances. In the electric range field, 
for example, this meant modern, effi- 


cient electric devices for doing a better 
cooking job rather than simply the 
production of an electrified stove. In- 
cluded among his many valuable con- 
tributions were extensive tests and re- 
search to bring out the importance of 
the electric range and water heater 
load to public utilities. 

In the range marketing field, too, 
McCormick has witnessed a gradual 
change that is in marked contrast to 
the refrigerator business. The re- 
frigerator market, for example, began 
in the larger cities and gradually 
branched out to the small towns and 
farms. But the electric range has 
progressed in the reverse direction, by 
starting in the small town and country 
market and spreading to the cities. 

A very important turning point in 
the battle for acceptance of electric 
ranges, according to McCormick, came 
with the National Electric Light Asso- 
ciation tests made during 1925 in Spo- 
kane and Boise. 

Up to this time many utilities were 
skeptical of the value of the electric 
range load. They questioned whether 
increasing the number of ranges on 
their lines would call for extensive 











oven and he gave them one. 





Given carte blanche to develop a range, F. H. 
McCormick found that women wanted a larger 








This is one of the first ranges with a one piece shell. 
aire development in this respect followed the refrigerator. 


Frigid- 
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investment in new lines and plants; 
nore than might be justified by the 
xtra revenue produced. Without 
utility acceptance, the electric range 
future would have been handicapped, 
und since the actual load characteristics 
were somewhat of a mystery to every- 
me, N.E.L.A. decided to sponsor some 
really comprehensive studies that might 
ield reliable facts. 





N.E.L.A. Range Tests 


studies involved 
5,000 electric 


These 


from 1 to 


groups of 
and 
peration and 
utilities and 
nanufacturers to breathe a deep sigh 


I ranges 
water heaters in actual 
the findings caused both 


f relief. The “station demand” of a 
range, it was found, did not exceed 


700 watts. In other words, even at the 


time of peak demand, a 


large group 


f ranges does not superimpose a load 
f more than 600 watts per range on 
generating station. Thus it was 


evident to all that electric ranges were 
lot only from a_ utility 
standpoint but also were very desirable 
evenue produce rs. 

When McCormick went to Frigid- 


is 


practicable 


re, commissioned to create a new 


Contri 





range, he had an opportunity 
that generally comes to an engineer 
“once in a lifetime.” Starting 
from scratch, he was able to try out 
a variety of ideas free from past limi- 
tations in the design and production 
of an electric range. As part of the 
development program, customer re- 
search technique was applied to deter- 
mine public preferences as to many 
electric range features. Actually 7,550 
women were queried regarding what 
they wanted in an ideal range and what 
they objected to in present ranges 
Hundreds of dealers, too, were inter 
viewed for their opinions. What did 
their customers want? What did they 
want themselves from the standpoint of 


1 
clectric 


only 


both selling features and prices? 
One-Piece Oven 


McCormick and found 
out, for example, that there was a big 
majority in favor of cooking units 
grouped at one side of the range instead 
of divided. The women wanted a range 
to fit snugly against the wall. They 
wanted switches in front instead of at 
the rear. 
in the oven, 


Frigidaire 


They wanted lots of room 


buted to Rut 





After making a lot of money with his multi-cylinder automobile engine, E. A. 


Rutenber turned to electric ranges. 
Rutenber range is still manufactured. 


Today he is with Gibson, although a 
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Frigidaire’s electric range was the 
combined result of McCormick’s back- 
ground in the and the 
pressed desires of users and dealers. 
Among other things, this range, which 
made its bow in 1937, had a large one- 
piece oven of porcelain enamel. A 
feature of this oven was the method 
of heat distribution built around a 
new type baffle which insured ex- 
tremely uniform performance in all 
parts of the oven, 


business ex- 


One-Piece Cabinets 


The turn of events in refrigerator 
manufacturing gave the new range an 
itther break. 


ing one-piece, all 


Frigidaire was produc- 
steel 
‘abinets produced in huge presses and 
porcelained after assembly. This ended 

and chipped 
panels, was more sanitary and stopped 
rusting. This new technique was ap- 
plied to the new range. 

New too, to the range business at 
this time was a system of quality con- 
trol which actually is more than an 
advertising copywriter’s dream. Com- 
petent inspectors, independent of fac- 


refrigerator 


the nuisance of loose 


Third In a Series 


By TOM F. BLACKBURN 


tory management, were given the job 
to see that specifications are observed. 
For instance, this system showed up 
particularly in porcelain enamel. Early 
porcelain enamel was full of “fly 
specks” and so-called “inherent” chips. 
Because porcelain enamel defects gen- 
erally show up in the white coat‘around 
the edges, the trade had a custom of 
“black brushing” which removed the 
white enamel from the edges revealing 
the black undercoat. Quality control, 
plus the one-piece porcelain structure 
largely made this black brushing un- 
necessary, thus greatly improving the 
appearance of the finished product 
Another feature that at this 
automatic cy 


came in 


time was an ymbination 
thermostat-switch 
oven. This thermostat provided for 
preheating, baking and broiling opera- 


tions and was a definite. step in sim- 


for controlling the 


plifying the use of a range. 
McCormick thinks that the future of 
the electric range is bright. As a na- 


tion, we are decentralizing, moving 
into areas best served by electricity, 
while in the cities, the cost of manu- 
factured gas has been going up and 


the cost of electricity down. 


Gas Engine Manufacturer 
enber and Gibson 


Highlights from the career of E. A. Rutenber 


N° HISTORY of the 
-. range business 
plete without the story of the early 
models designed, and 
sold. by E. A. Rutenber of the Ruten 
ber Electric Co., Logansport, Ind. 
Mr. Rutenber is now chief engineer and 
designer at Gibson Refrigerator Co. 
His first work was the manufacture 
of gasoline motors for automobiles. 
He started the manufacture of these 
motors in 1898 and continued with it 
until 1912, in factories in Logansport 
and Marion, Indiana. It is a little 
known fact that E. A. Rutenber manu- 
factured the first multi-cylinder auto 
mobile engine in the United States. 


electric 


would be com 


manutactured 


Made First Range in 1911 


marketed his 
1911. Model 


made and 
range in 


Rutenber 


first electric 


No. 100 had enclosed surface units. 
[he average electric range salesman 
of today, and surely most electric 
range users, no doubt believe that e1 
closed surface units are a compara 
tively recent development; but Ruten 
ber originally developed them in 1912 


and patented them in 1915. 
“One of my worst imperfections in 


early electric ranges,” he says, “was 
the resistance wire. It was of such 
poor quality that its life was very 
short. Frequent replacements were 
necessary. 


“It was 
tions did not allow high wattage units 
in those days, 


fortunate that central sta- 
burn-outs would 
that the future 


of electric ranges would probably have 


since 


have been so frequent 
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First Model In 1921 


By 1921 Monarch saw that 


Mr. Rutenber developed in 


ners Rutenber never employed 
lished erior but he did use 
ght aluminum-coated steel which 
similar to galvanized iron. He 


ywced white 


porcelain liners which, 


re very beautiful on the 


floor, but it was not very 

g etore customers complained 

it maintaining a clean appearance 
1 the ovens and so the white 
ners id to be abandoned. 

The “eye angle” sloping panel for 
switches which has characterized the 
ribson line since 1938, had its incep- 

wav back in 1914 

\nother idea, now used in current 
ribso els, was the oven door 
gasket to seal the oven front which 


7 » 
1920, 














Rutenber's early models had rock wool in- 
sulation and a black japan finish. This is 
the second model made. 


Monarch Started b 


From material supplied by B. W. Bell 


lel was built in that year, 1921 BC 
trols). It was called un- 
breakable and had bright nickel-plated 
trimmings. 


(betore c 


\utomatic oven control had become 
essential by 1924, but it was listed as 
optional equipment, and nickel trim- 
mings were giving way to concealed 
hinges, bolts and catches. Practically 
ry model had 
tacle to aid the user 

| 
i 


eve 


an appliance recep- 
in taking full ad- 


vantage of the lower electric cooking 
Che safety service switch was 

ndard equipment The oven heat 

is distributed by a loose baffle plate 
the enamel is well is alu nul lit | 
Monarch designed a bus bar 


switch assembly which was distinctive 
to that make of range in 1924 and has 
continued carrying this feature ever 
since, 

Realizing that winters were cold 
and that electric ranges do not throw 
off heat, Monarch brought out in 1926 
a combination electric range with 
built-in kitchen heater, ideal for the 
rural trade. 

Thumbing back through old cata- 
logs it is revealed that Monarch 
\ffered ovens with pilot lights in 1928, 

long with full enameled cooking tops. 
Color ran riot in 1928 and Monarch 
nges could be had in Nile green and 
well as the more 


sunshine yellow as 
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LEFT ... This is the first Monarch electric range. 
ing was no asset in chilly northern kitchens, Monarch combined electricity and a coal range, insuring warmth as well as cooking efficiency. 
RIGHT . . . This is the Monarch four-in-line, an experiment in design which research revealed women wanted. 


It was produced in 1921. 


CENTER .. 


. Realizing that the coolness of electric cook- 


Rutenber's talents belong today to Gibson, 
and when the war shut down in 1942, this 
was the way his latest creation looked. 


conservative white enamel 
finish. 

Load balancing switches, so popular 
with the power companies, were first 
seen on the 1929 models. In that year 
Monarch offered the first table top 
electric range models. 

Secause cooking utensils used with 


porcelain 


electric ranges require close contact 
for highest efficiency, Monarch got the 
selling customers a 
aluminum skillet and sauce pans with 
Pyrex glass covers for visible cooking 
in 1932. These items have continued 
ever since that date with little adver- 
tising and sales promotion effort. 


idea of heavy 


The "'4-in-line" Model 


The idea of redesigning for con- 
venience caused Monarch to bring out 
a “4-in-line” model with all four top 


units in a row at the back. This 
model was first offered in 1934. A 
large side heat electric roaster was 


included in the cooking top ef the 1937 
models. iu 1938 the Rangewater 
model sypplemenied this line, a com- 
bination electric water heater and 
range built beneath a wide cooking top. 
In building this line of ranges Mon- 
arch employs malleable and gray iron 
foundries that cover an area of 70,()00 
sq. ft., steel cutting and die stamping 
departments and an enameling plant, 
all requiring a plant area of over 
500,000 sq. ft. Complete plant facili- 
ties of the Monarch factory are now 
being used for producing war wor! 
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LEX DOW, president of the De- 

troit Edison Co., was one of the 
outstanding individuals of the utility 
field. A salty, down-to-earth Scotch- 
man, he never lost the common touch 
in speech or thinking. He followed 
the evolution of the electric range with 
a great deal of interest. His feeling 
that manufacturers didn’t have their 
finger on the pulse of the market led 
to his fostering an experiment in some- 
thing entirely new. 

It was the Electrochef, produced by 
Electromaster, Inc., of Detroit, Mich. 
R. B. Marshall and Gerald Hulett, 
aided and abetted by Dow, brought on 
the market something that not 
only new in approach but different in 
appearance, 


was 


Started From Scratch 


Electromaster started from scratch 
to produce this new electric range. 
The initial move was to make a con- 
sumer survey, one of the first in the 
industry, to find out just what was 
the sales resistance to electric cooking. 
This uncovered two outstanding nega- 
tives—high initial cost of the range 
and slow preheating. 

With these facts as a foundation the 


The Electrochef Was Born W 
of Speeding Up Electric Cooking 


From a Talk With Gerald Hulett 


first Electrochef was produced. The 
price was under $100 retail, the first 
time that this goal had been achieved 
in a complete, full-size electric range. 
The second negative was overcome by 
producing the reflector and cone type 
surface unit—“Electrocone.” The 
theory was to utilize four methods of 
heat transfer—radiant, conduction, 
reflection and convection. Cooking 
speed that had been heretofore un- 
known was produced. 

The oven employed dead air space 
insulation instead of mass insulation, 
it being built in three shells. In addi- 
tion the oven lining was brightly 
chrome plated to make use of the re- 
flected heat. The result was the fast- 
est heating electric oven that had ever 
been produced. 

All this was embodied in an ultra- 
modern overall design. The range had 
two curved legs, and was completely 
porcelain enamel—an innovation at that 
time. The entire assembly was vari- 
ously described as looking like bath- 
room or hospital equipment. One 
woman even refused an Electrochef as 
a gift from her husband because she 
said the oven looked like a baby coffin. 

All of which was lively history at 














the time, 1930, but it the real 
start of an earnest endeavor on the 
part of the industry to get initial cost 
of electric ranges down where they 
could compete with gas cooking and it 
was the commencement of the move for 
30th 
efforts have had fruitful results in the 
past fifteen years. 

Electromaster has long since worked 
into more conventional designing but 
has never deserted its original policy. 
This company still manufactures for 
the mass market and is an authority on 
the production of full-size, efficient 


was 


more speed in electric cooking. 


cooking equipment for the moderate 
and lower priced home. 





ith the Idea 





Electrochef burst upon the world with an 
ultra modern design—far ahead of its time 


in 1930. Salty, down-to-earth Alex Dow of 
Detroit Edison aided at its conception. 


A glimpse of the first Electrochef surface 
units. By its "“Electrocone” it utilized four 
methods of heat transfer—radiant, conduc- 
tion, reflection and convection. 


Early Days at Landers, Frary and Clark 


NE of the brain children of a 

Landers, Frary and Clark engi- 
meer was the table top model range. 
It came about with a pioneer effort at 
deep drawing of metal, when a cooking 
top shell was drawn that fit snugly 
over every burner, making a one-piece 
proposition. 

The earliest model Universal range 
produced at New Britain, Conn., had 
an overhead oven. Another early ex- 
periment consisted of a range rigged 
up like a wooden table. The oven was 
mounted below and above, one could 
plug in various cooking utensils, each 
of which was independently heated. 


(Continued on next page) 








CLPRD? 











From left to right, three of the earliest range models produced by Universal. 
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Harry M. Parsons, sales manager of the 
Electric Range Division of Universal. 
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of the 
would turn on or 


cradle was an 


expansion or contractio1 
that took place so it 
ff electricity. This 
iffair and old 
Universal ranges still about the 
country have gone years with this type 


bimetal 


ingenious 


in use 


of temperature control without diffi 
culty. 

Stainless steel was experimented 
with by Landers Frary & Clark more 
than ten years ago. The early stain- 


less steel, while beautiful to the eye, 
found not suitable for electric cook 





back usable ideas from the old coun- 
try. In fact, away back in 1902 when 
sertrand Kahn was going to school in 
| ype he received a letter from his 
father instructing him to look into 
lectric heating as he felt it would 

iv a part in the stove craft of the 
future > 


ing as the mild food action in combi- 
with heat would rust it out. 
Monel metal was most acceptable. 

Harry M. Parsons, who is sales man- 
ager of the electric range division for 
Landers, Frary & Clark, believes that 
we are not likely to see color in ranges 
ifter the war, when manufacturing is 
resumed. He feel that we 
likely to see ranges worked into pre- 
fabricated kitchens. It is perfectly pos- 
sible to separate the cooking unit, if 
desired, the 


nation 


does are 





ven going to one place 


Two more models in 
the evolution of the 
Universal Electric 
range. The model at 
the right is the 
latest to be pro- 


duced before the 


war. 


Stove History 


Founded In 1842 


Founded in Hanging Rock, Ohio, in 
1842, The Estate Stove Co. always has 
made heating devices. Frequent floods 
m the Ohio River drove the company 
to Hamilton, and it has gone through 
an evolution of coal, gas and electrical 


























This is the first Estate range. 
thermometer in the oven door. 
the owner, did not control heat. 
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Note the mercury 
It merely informed 


shows how Estate did it. 


Even in the early days manufacturers were aware that close contact 
between cooking utensils and heating elements was necessary. This 





and the burners going to another. 


Cooking from the inside out wit 
high frequency current is not likely 
in his opinion for some time to come 
Mr. Parsons referred to an experi 
mental unit using induction heat, whic! 
mounted each cooking vessel on a lami 
nated iron ring. This ring fitted int 
another ring on the platform of th 
The trouble with the idea wa: 
that the utensils were heavy to handle 
and the three minutes 
did not justify the added expense. 


stove. 


two or Saved 


cooking equipment, and still makes all 
three—or did until the war halted all 
production for civilian use. In fact, 
it was Estate’s Model 88 fireless cook 
ing gas ranges, with its heavily in 
sulated oven, that gave the company 
its first step toward electric rang 
manufacture. 

The first Estate electric range con- 
sisted of a gas stove chassis, with a 


heating element (nickel chromiun 
alloy) ribbon buried in cast iron 
Range No. 1 had an oven and a 


broiler as well as surface units. It 
had three heats on each unit and the 
oven had two sets of units. A mercury 
thermometer stuck in the door made 
by Tagliabue of Brooklyn recorded 
the heat. It was impressive looking, 
with a cast iron front, a bulging door 
and, believe it or not, it had a porce- 
lain enameled panel in the door. The 
oven was made of aluminized sheet 
steel. 

“We were in the same position as 
Studebaker”, explained Bertrand 
Kahn. “They were making buggies 
and saw the automobile coming in. 
Their problem was to know when to 
switch from one type of vehicle to an- 
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ther. Our thought was to manufac- 


ture all kinds of ranges, get the ex- 


in when 
sales 


erience and have our hand 
evelopment of electric range 
eally started.” 

Estate made haste slowly with its 
first electric ranges. Some 12 were 
put out on trial in Hamilton on 
separate meters, with the company pay- 
ng for the electricity. A man was 
given the job of visiting each home 
nce a week, taking a careful record 

meals cooked, number served, cur- 


ent consumption, etc. One thing 
hich this study revealed was that 


electricity was comparable with 550 
B.T.U. gas at 75¢ per 1000 cubic feet. 
The troubles encountered with the 
twelve guinea pigs in Hamilton were 
There were 
terminal and switch difficulties. For 
example, the switch was held in by a 
screw, and if turned the wrong way it 
broke the switch. Heating unit termi- 
nals froze occasionally, but by and 
large the electric ranges worked. 

Imperfect as these ranges were, 
they were far ahead of anything which 
Mr. Kahn had seen while tramping 
ibout Norway. there he had 
examined insulated wooden boxes. A 
low wattage run through iron 
wire. Temperatures were low but 
they would cook meat, stews and por- 
ridge. Electricity was sold to these 
Norwegian householders on a demand 
When they had used the amount 
t electricity bought, the relay switch 
would kick out. Estate ranges were 
so good that Norway started buying 
them right away. 


Over 


was 





basis. 


Begin Advertising 


For a number of years Estate rocked 
along with a few models in its electric 
line, and without much sales 
pressure. By the year 1921, however, 
the company felt that the market was 
ripe for intensive promotion, and in 
that year several full-page advertise- 
ments of Estate electric ranges ap- 
peared in the Saturday Evening Post. 

Technical improvements and refine- 
ments came with the years, bolts being 
concealed in 1926. Previous models of 
all manufacturers had been one mass 
of exposed bolts, collecting dust and 
rust, making cleaning difficult. 

History was made when Estate 
offered an electric range with a table 
top in 1930. A little survey among 
women revealed that the high-backed 
oven didn’t permit taking vessels off 
of the hot plate and shoving them to 
one side. Furthermore, there was a 
manufacturing consideration of having 
to make right and left ovens to suit 
kitchen planning. A flat top made pro- 
duction easier. Also, with the 
thermostat in the oven there was no 
longer any good reason for oven peek- 
ing which was so common with the 
high oven. 


range 
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About this time Mr. Kahn came back 
from Europe with a switch which he 
called a make and break type. 
This helped to cut down arcing, the 
intensely hot electrical flame which 
burns out so many switches. 


slow 


Engineering Studies 


Uniformity of oven heat distribu- 
tion, desideratum of stove de- 
sign, was the subject of a major.study 


every 


by Estate’s engineering department 
which extended over a good many 
years. While the company felt that it 


had solved the problems involved so 
far as coal ranges and gas ranges#were 
concerned, difficulties were en- 
countered in attempting to secure uni- 
formity of heat in an electric range 
oven. Estate and other manufacturers 
in the early days of electric ranges pro 
vided separate switches to control the 
heat in the top and bottom units of the 
oven. In most models, the upper heat 
ing unit in the oven also served as a 
broiler, but requires intense 
heat, more heat than is good for deli- 
cate cakes and other pastries. Estate 
put in a separate broiler coil, then 
proceeded to balance the heat between 
the upper and lower baking coils, con 
trolling both coils by a single switch. 
This arrangement is called “balanced 
oven heat with single switch control.” 


new 


broiling 


enameling on a big scale. As has been 
already stated, the first electric range 
had a white porcelain enamel door 
panel. Soon thereafter, full porcelain 
enamel offered. Hesi- 
tancy on the part of all manufacturers 
to adopt porcelain enameling was 
caused by the belief that frequent heat- 
ing and cooling would crack or other- 
damage the porcelain enamel 
coating on steel sheets. Early in the 
game, Estate employed John Rizor, 
an expert who had received his train- 
ing and experience in Europe, to take 
charge of its porcelain enamel develop- 
ment. Production were 
quickly dispelled, and the public was 
found ready to give porcelain an en- 
thusiastic reception. 


ranges were 


wise 


bugabox Ss 


Introducing Color 


Estate 
ideas. 


In its promotional work 
pioneered a number of new 
Colored ranges appeared early in the 
catalogue, but the company did not 
succeed in starting a vogue, as Walter 
Rowe, merchandising manager, ex- 
plained, because women weren’t geared 
up into thinking of kitchens in color 
at that date. A_ black porcelain 
enameled electric range with Chinese 
red handles which was turned out in 
the early days would have appealed 
to an artist but the American house- 





The flat topped range, with lowered oven, 
and storage space, was a milestone in kitchen 


planning. Illustration from Estate. 


models, an ingenious stunt was pulled 


off which gave a hint of the possibili- 


ties of kitchen planning. Mr. Rowe 
had a woman prepare a meal on several 
types of ranges. On the sole of her 
shoes he put felt saturated with the 


On the floor he 
spread white paper. The 


ink trom a stamp pad. 
tracks she 
\ table top 


could be concen- 


left told their own story. 
work 
trated greatly cut down the number 
of steps a woftnan took. Thus was born 


range where 









































Estate was one of the first of the wife was not ready. one of the studies which later led to 
stove factories to go in for porcelain In promoting the first table top kitchen modernization 
6é Be] 
Lindemann and Hoverson ‘FIRSTS 
These represent two types of electric ranges which Lindemann & Hoverson made about 1912 and were shown 
in a catalog printed at that time. The one at the left was described as suitable for “large family work'’ and the 
other for “ordinary family work," and were sold under the trade name of Bon Ami made by the Bon Ami Electric 
Company, the firm subsidiary at that time. Lindemann & Hoverson, which was founded in 1890, constructed the 
chassis of the first Hughes range. 
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It's far quicker and far easier for one man 

to slide a heavy piece of equipment down 

a chute to the basement than for two men 
to juggle it down a flight of steps. 
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Offseting its cost within a month, this chute now pays dividends. 


ving ( the delivery 
ruck or to the display room, as might 
be needed lurning thumbs down on 
an estimate of $1,200 for an elevator 
be use he felt it w yuld be too long a 
period before the savings thus effected 
would offset the original outlay, Joy 


nvested $24 in lumber and labor—with 


the result shown in these pictures. 
Well-cased, light weight units are 
illowed to slide down the chute with- 
ut any retaining rope. When heavy 
ippliances stored in the basement are 
wanted on the main floor, one man 
isily turns the trick with a pair of 


Next stop for this unit is the delivery truck 
—with the job completed in two minutes. 








Basement Storage 


BUILD 
CHUTE 


Handed a $1,200 Estimate for 
an Elevator, This Dealer Solved 
the Problem With $24 Chute. 








Paul Joy guides heavy appliance, on platform truck, which his 
serviceman pulls to main floor. 
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One farmer 
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Tomorrow’s Saturday, and this farmer and his wife will drive to town. They'll visit 
several stores and buy all the items on a long shopping list. They know exactly the electrical 
appliances they want and will wait for the ones they can’t get now. Almost everything they 
buy will be a product they’ve seen advertised in FARM JOURNAL. And they’ll spend most 
of their money in the stores which recognize the preferences of rural customers—which use 
FARM JOURNAL as the surest guide to the lines and products it pays to stock and show. 
One farmer and his wife? Yes—but they’re just Meet those dollars half way by featuring things 
like the millions of farmers and their wives whose advertised in FARM JOURNAL. Read by 2'2 million 
aggregate income is billions greater than ever be- families— many of whom shop in your own 
fore. They’re spending a lot of it for the things area—it is America’s leading rural magazine— 
they can get today; putting a lot more into war by far the largest in circulation—much the strong- 
bonds that will be tomorrow’s spending money. est in sales influence. 
These are the products in your line Of the FIRST FOUR 
advertised in current issues of ONLY ONE covers 
the FARM JOURNAL. Display them. the rural market 
ALCOA ALUMINUM KELVINATOR 
ARMCO STEELS NORGE 
— BURKS WATER SYSTEMS PARMAK ELECTRIC FENCER 
EVEREADY FLASHLIGHT BATTERIES REPUBLIC STEEL 
FRIGIDAIRE U. S. STEEL 
GARDNER HI-LINE CONTROLLERS WESTINGHOUSE PRODUCTS 
, GENERAL ELECTRIC ZENITH RADIOS 
Successful merchandising is based on facts. Write today and have us tell you how many 
FARM JOURNAL subscribers live in your own county. In two out of three U. S. counties 
(practically all but the metropolitan areas) the FARM JOURNAL has more readers than Life, 
The Saturday Evening Post, or Collier’s. 
GRAHAM PATTERSON, Publisher Washington Square, PHILADELPHIA 
r JOURNAL 





anv Farmers Wife 
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In this picture LIFE’s camera has captured lis, Indiana, says about LIFE: 

the effortless grace of Alicia Markova as she ‘In my neighborhood I would 
does a triply exposed leap. say that 75% of my customers and 
Because the picture appeared in LIFE, mil- associates read LIFE.”’ 


lions of people all over the country saw it. , , 
ee You can be sure that what Mr. Kerr says of 


What does the fact that LIFE has his customers applies largely to your cus- 
a huge reader audience mean to tomers, too. Because straight across the 
you in the electrical business ? country, from Delaware to California, LIFE 
Read what Mr. Paul Kerr, of the has more readers every week than any other 
Paul Kerr Music Co., Indianapo- magazine, 


More readers every week than 
any other magazine in America 
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“Hang on and hold fast," is the way 
that Ferd J. Hengehold teaches cus- 
tomers to remember his name. 


HEN a boy, Ferd J. Henge- 

hold of Cincinnati used to 

practice on the violin. His 
mamma thought he might become 
another Kreisler. But his teacher 
thought differently. 

“Ferdy,” she would say, “you got 
to cut out changing tires in your 
father’s shop and scuffing up your 
fingers if you expect to become a 
fiddler.” 

His gray-bearded grandpa had 
other ideas. Don’t fool around with 
musicians, was his advice. Get a 
government job and some day you'll 
get a pension like I do. 

So Ferdy dutifully studied meteor- 
ology so as to follow in the footsteps 
of his grandpa. Two jobs opened up 
and he took the examination, coming 
out third. 


at ie 
€ w 


Have Something Special 
tf you wish 


Furniture [rade 


Mohawk Electric in Cincinnati managed to swing from 


“That’s how near I came to wasting 
my life as a weather forecaster,” he 
remarked. “What an idea of getting 
set for a pension at the age of 22!” 

This preliminary biography is to 
make you realize that the key to the 
Hengehold operations is a willingness 
to dip into many fields of endeavor 
and sample them until the right one 
is found. 


Furniture Succeeds Appliances 


Today, the Mohawk Electric & 
Furniture Co. is selling furniture to 
take care of vanished appliance busi- 
ness. It did two-thirds of its peak 
volume of past years in 1943. That 
peak was $125,000 in sales in a year. 
Shutting up one type of business and 
taking on another without missing a 
heart beat is a difficult maneuver, al- 
most as complicated as retreating an 
army, yet the Hengeholds, father John 
G., Dorothy and Ferd J., have ac- 
complished it. 

And, when you hear the story it isn’t 
so difficult to understand why and 
how they have made their move. 

About 22 years ago father John G. 





You have to carry a complete line of furniture to succeed. Mohawk has leased 
a lot of extra.space, even an ex-dentist's office. 


ELECTRICAL MERCHANDISING—MAY, 1944 








appliances to housefurnishings by the right strategy. 


Hengehold, opened a tire shop up at 
2106 Central Parkway, where a lot 
of cars whizzed by. Tires were good 
sellers in those days but he saw them 
go down, down, down in profit mar- 
gin until he was actually almost out 
on his feet in 1928. The business was 
operating but it was $5,000 in the red, 
Ferd says. 

“Well, dad,” Ferd declared, “I 
think it’s about time we switched from 
tires to something else, and the radio 
business looks pretty good. We haven’t 
any money and I think I should start 
as a radio repairman and learn the 
business. After all, I never liked tires 
anyway because they ruined my fingers 
for playing the fiddle.” 

Success immediately crowned the 
Mohawk Electric & Radio’s new efforts 
and new name. In time they became 
an exclusive Norge refrigerator dealer 
and this exclusive angle got them a 
lot of old models to sell at regular 
prices which was a nice side business. 

Located quite a bit out of the down- 
town Cincinnati district the Henge- 
holds originated the idea of an out- 
side display. They figured that auto- 








mobile owners would go whooping by 
without even a toot if the store didn’t 
make apparent what it had to offer. 
So they proceeded to set appliances 
out in front all over the parkway. Two 
blocks down the street you could see 
a stack of washers, refrigerators and 
the like out on the sidewalk. 

Ferd got pinched for this and 
rounded up a lot of pottery and fruit- 
store men and got the city council to 
permit outside displays. So important 
did the firm consider its frontage on 
the parkway that Mr. Hengehold re- 
cently paid $1,800 for a pocket hand- 
kerchief piece of land that would give 
them more space to set appliances in 
the future. 

The firm was an early user of radio 
time, and station WSAI has carried 
their program “The Old Rhinelander” 
for the past eight years. Cincinnati 
has a lot of German -population and 
while the Hengeholds do not neces- 
sarily cater to the auslander, never- 
theless, they feel it smart to depend 
von the old family ties of blood and 
neighborhood. The firm has a list 

(Please turn to page 120) 


el 


By specializing in sinks and kitchen cabinets the Hengeholds have something to 
offer that customers can't find everywhere. 


PAGE 37 








THESE COLOR DRAWINGS 
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THIS IS THE KIND OF 
POST-WAR PLANNING (eo 
THAT MAKES SENSE 
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JUST WHAT WE 
REALLY NEED TO 
SELL QUALITY 
MERCHANDISE 








Here’s the first package we’ve ever seen that offers retailers a practical work- 
ing set of display plans, complete with colored drawings, architect’s sketches, 
and full construction details. 


. So simple your own display man can construct the display or supervise the 
entire work. 


...S0 practical that there’s a plan for every type and size of store and 
appliance department. 


A book that took us months to develop, working with retailers, architects, and 
display men. Retailers who have seen this new book of plans say it offers four 
definite and immediate helps: 


1. It will help you select the most suitable location for your Home Laundry 


Equipment Department—and will suggest an appropriate display for that space. 





It will furnish a specific floor plan to consider NOW, and provide a way for 
you to take definite steps so you’1ll be ready on V-Day. 


It suggests ways to regulate and increase the flow of floor traffic. 


4. It will not only increase your sales of Easy washers and ironers—but of 
related items as well. ~ 





May we show you these practical plans and suggestions? They are a part of the 
big nonstop Easy advertising campaign and plans for Easy dealers. We’d like to 
have you know about them—entirely without obligation on your part. Write us on 
your letterhead. Mail it today. Address Dept. EM-5, Easy Washing Machine Corp., 
Syracuse 1, New York. 





HOME LAUNDRY EQUIPMENT SPECIALISTS FOR 67 YEARS 





$3000 WORTH OF 
PLANS TO CHOOSE 
FROM - AVAILABLE 
TO YOU ON REQUEST 
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S WARTIME ALLIES, you and Premier have made the 
repairing and reconditioning of vacuum cleaners profit- 
able—even under present unusual and difficult conditions. 
Cooperation has had a part in your success story—your energetic 
handling of this wartime business has had the active support 
and expert help of Premier through its 16 fully-staffed division 


offices right from the start. 


Now, 


cleaners, a new ally is joining up—the distributor who can 


with the approaching switchback to selling vacuum 


serve you best! The addition of this vitally important partner 
broadens our alliance, steps up its effectiveness, increases the 


opportunities for success for all of us. 


The right distributor—and he'll be the right one! —can offer 


you more frequent, more helpful service than any manufac- 


Vea: A ARN Ke RAN Lak) 
Y _ GUARANTEED E 
( Cearsrien SERVICE 


ae 





PREMIER POLICY | 
Post -War Distribution % 


ce ere” 


yes ween’ 
. eget 





E ALLIANCE 
for accion 


turer’s comparatively small sales staff. And the results of this 
close, efficient cooperation with you will increase your sales 
and, in turn, benefit Premier. It’s a set-up with a future! 


Premier’s national magazine advertising will 
keep right on at the essential job of featuring 
your business as well as Premier’s business 
—for in the long run that’s good business for 
both of us. Today this advertising is urging your 
customers to begin talking over with you their 
post-war purchase-planning of appliances. 


We know that this method of doing 
business is one that will assure suc- 
cess. This alliance, like any sensible 
one, is directly based on self-interest 
—the self-interest of all concerned. 








\ For Vacuum Cleaners (5 
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PS 
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Three-dimensional cut-outs in the planning manual help customer put together idea of the modern electric kitchen she wants. 


Helping Customers to 


Plan Katchens Now 


OR nearly two years home appli- 
ances have been off the market. 
Many experienced repairmen are 
the armed services or have gone to 
work in war plants. During this time 
st utility companies have spent a 
good share of their advertising dollars 
advising customers as to the steps 
they might take to help insure the con- 
tinued operation of their present equip- 
ment. This has been, and still is, good 
business. Every appliance kept in serv- 
means just so much more revenue 
kept on the lines. But, with all the 
effort that has been made, it is prob- 
ble that many appliances have gone 
yf service. There is a good side 
this, too! People have come to 
realize more strongly than ever before 
how invaluable home equipment 
is. In every city and hamlet, along 
every country road, markets are being 
created for after-the-war selling. Peo- 
ple have become appliance minded! 


Post-war Competition 
But, with the war’s end, don’t think 
are going to have everything our 
own way. With civilian goods once 
more available, it’s the fellow with the 
st attractive proposition and the 
most potent argument who’s going to 
cash in. He may be the automobile 
salesman, the furniture salesman, or 
the salesman with this, that or the 
ther thing; but as yet these future 
salesmen have no work in _ sight. 























They need something tangible in their 
hands to show and sell. That’s where 
we have a big advantage. We do have 
something to sell—an idea with length, 
breadth and depth. So, while continu- 
ing our efforts to keep present equip- 
ment in operation, we think the time 
has come to start laying the ground- 
work for future appliance sales for 
the appliance and equipment dealers 
in the area we serve. 

In our opinion, for sometime after 
the war new building will be at a 
minimum. We think that moderniza- 

(Please turn to page 108) 
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An electric kitchen 
planning manual, 
complete with card- 
Bo a@td cutouts in 

hrée dimensions, 
helps prospects vis- 
ualize their kitchen 
and'be ready for 
post-war 


BY 
VERNON E. SHEPHERD, 


Advertising Manager, 


Central Hudson Gas & Electric Co., 


Poughkeepsie, N. Y. 














ABOVE 


Model kitchen completely as- 
sembled from the cutouts. 


LEFT 


Kitchen Planning Manual. A 

number of pages of descrip- 

tive material—8 pages of cut- 
outs. 





PAGE 41 











PAGE 42 






















BOx SCORE 
x BADR EE ye 947, 


Xa, 


“gh 
4 =RADIO INDUSTRY 147 


GET ABOARD WITH ADMIRAL 


During the last eight years of peacetime production 
the radio industry expanded at an average rate of 
14% per year. During this same period, Admiral’s 
average annual increase in output was 94%... 
more than 6 times as fast as the entire industry! 

There are no magicians at Admiral—they haven't 
“done it with mirrors”—but with hard work and 
the application of common-sense methods in en- 


gineering, production and merchandising. 


een 
Tune x CBS, 23907 ™ 


‘ mam irel Wier\é MOw* Vodoy 
er . 





World's Largest Manufacturer of Radio-Phonographs With VITT Te Changers 


—~oe- Peacetime Makers of Admiral Radio - America's Smart Set 
3800 CORTLAND STREET + CHICAGO 47, ILLINOIS 





Not content to rest upon past laurels, Admiral is 
going after more records in the post-war years. 
Plans include a new and better Admiral radio plus 
a line of major household appliances—refrigerators 
. .. home freezer lockers . . . electric ranges—that 
open new avenues of profits for distributors and 
dealers. Admiral will have the designs, the quality 
and the price. So, the tip of the year to live dis- 


tributors and dealers is, get aboard with 


_ 
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First of all the successful service man 
must be a skilled mechanic, points out 
the Westinghouse film. But he also must 
employ some of the techniques of a 
business man, doctor and actor. 





New Westinghouse sound 
slide film—"A Four-In- 
One Guy” shows how the 
service man should be a 
combination mechanic, 
business man, doctor and 
actor 


J. A. VASSAR 


Assistant Manager, 
Service Department, 
Westinghouse Electric & Mfg. Co. 





BELOW 


Like a doctor, the successful service man 
organizes his calls and figures out in ad- 
vance how to reach appliance customers 
with the least driving so he can make 
more calls in the same amount of time. 
This photograph, taken from the West- 
inghouse film shows a service man routing 
his daily calls. 





‘The Successful 
SERVICE MAN 


N an attempt to make our service 

people more than just skilled 

mechanics, the Service Depart- 
ment of the Westinghouse Electric 
Appliance Division has produced a 
sound slide film called “The Service 
Man—A Four-in-One Guy.” 

Ready to be shown during the 1944 
Conservice School program, this film 
stresses the importance of a service 
man figuratively being a combination 
mechanic, business man, doctor and 
actor. 

Some 10,000 appliance service per- 
sonnel from coast to coast will see and 
hear this film cover every step in the 
daily activity of a successful service 
man. The action begins when the 
“Four-in-One Guy” reports for work 
in the morning and winds up with his 
successful completion of service job in 
a customer’s home. 


































"Doing a neat job of putting away his 

tools, and picking up any odds and ends.” 

That's an important part of the service 

man's job, according to the new West- 
inghouse film. 


talking on the phone: 
As the service man answers the 
phone, he says “Good morning, Home 
Electric Company.” He’s pleasant 
Here, right from the script, is a diagnosing the ailments of your mechanical trouble. So when it does and let’s his customer know that she 
sample of the message we try to get patients, which are appliances. And come, the service man must be prepared has the right phone number. When 


Action—Camera 





across in the film: fourth, believe it or not, you are a bit to handle people as well as appliances. the woman explains that something is 

Narrator: First and most important of the actor who knows how to make a From the business man standpoint, wrong with her range oven, the service 
of all, you are yourseli—an expert favorable impression.” it is essential for a service man to give man explains first that maybe “I can 
mechanic who does a good job of fix- We recognize that it is vitally im- the right impression by the way he help you over the phone.” He asks if 
ing appliances. Second, you are a_ portant for all our service men and _ speaks over the telephone—his voice the timer is set at “Manual.” Informed 
business man, who knows how to make women to be competent mechanics, but and manners. Here’s a sample from that the timer is O.K., the man then 
money by good business methods. we explain in this film that the owners the “Four-in-One Guy” script which offers to make a service call as soon as 
Third, you’re somewhat of a doctor in of modern appliances don’t expect demonstrates the proper method of (Please turn to page 119 
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chandise much more 
than in the past. ° 
Asked what he thought retail stores 
uld sell best 


Mir. Gambill pulled 


closely in line 


in post-wat. conditions, 
out a questionnaire 


which he had recently had filled-in by 
retailers all over his territory. South- 
ern dealers*expressed the opinion that 
the most popular post-war item. would 
be the automatic washer. Next would 
come thé honte*fréezer and third; wir- 
ing supplies. Mr.. Gambill declared 
that the habit of washing clothes in 
the home is becoming rapidly more 
popular in the, South because of the 
help scarcity. Wiring supplies are 
popular because so many people are 
doing their own wiring, and it is com- 
mon sense far a retailer to carry this 
merchandise when the chain stores 
have long been successfully doing so. 


The case of Mr. X. 
his is the story of a distributor 
who doesn’t want to be identified, in- 
asmuch as he reveals his wounds and 
Nevertheless he maintains that 


scars 


his travail is part of the distribution 
picture and should be carefully re- 
garded when one is consulting the 


post-war setup 

he automobile business, Mr. X 
a parallel to appliances. 
the dim dead past auto- 
‘riginally sold by such 
doctors and undertakers. 

folk to distribute them, 
livery stables, would have no part of 
the motor car. When anything went 
wrong with the car, it was up to the 
village blacksmith to repair it, as the 
man who had sold it had no service 
facilities. Eventually Ford insisted 
that complete repair service be main- 
tained by dealers who sold his car, 
and the business grew as we have 
it today from that. 

Appliances have largely been sold 
by anybody, and these people have 
passed off the service to others. The 
local distributor has had to maintain 
service at a loss. Part of the 22 per- 
cent spread he enjoyed went for that. 
When the war ends, and it is trimmed 
down to 12 percent, you can depend 
on it he is going to toss out free serv- 
ice, Mr. X says. 

Mr. X believes that after the war 
no manufacturer is going to main- 
tain a definite national distributor pol- 
icy. Rather it will be better for him 


says, contains 
\way back 
obiles were 
people as 
The logical 


to key in with local conditions. There 
may be factory branches where com- 
petition makes it desirable for greater 


flexibility, but this is not likely to be 
widespread, for a factory branch 
doesn’t make any more money for the 
factory 

“Tf we in the 
quite honest 


distribution field are 
vith ourselves,” Mr. X 
said, “we are going to admit that 
before the war we didn’t have what 
bankers call a sound proposition. As 
you know, every distributor contract 
has a 30 day cancellation clause in it. 
Franchises are good for only one 
year. Let a distributor go to a banker 
to borrow money, and the banker 
that the distributor could 
be put clear out in the cold in a month 
and he was considered unsound.” 
“Then there was too much of the 


discovers 
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Don’t Kiss the Distributor Goodbye! 
“~ 





business of men renting an empty 
store and calling on jobbers and dis- 
covering who had the best floor plan. 
With very little money all sorts of 
retailer’s mushroomed up to compete 
with other firms who had a stake in 
the business. That was unsound.” 


Hits Trade Acceptance 


Mr. X also shook a finger at the 
trade acceptance as being something 
that once wrecked him. “We were an 
automobile supply company,” he re- 
lated. “We used to buy $5,000 or 
$6,000 worth of stuff at a crack. Along 
came radio and I was talked into sign- 
ing a $30,000 order. I was dubious 
but did it because other distributors 
were taking the same chance. Well, 
those radios melted away like ‘snow. 
Our salesmen were working on a 5 
percent basis and soon they were sell- 
ing $300 worth of automobile supplies 
to $800 worth of ratio.’ As I look back, 
I can see that radio was a craze, but 
that wasn’t the case then. We be- 
came exclusive distributors of this 
line and for a while made big money. 
Then came a time when this manufac- 
turer produced some lemons. They 
stuck on his shelves. At his next dis- 
tributor meeting he made an excel- 
lent proposition on them and told the 
distributors that they needn’t pay for 
them right off that they could give 
trade acceptances, due in_ several 
months.” 

This seemed all right, and Mr. X 
made a generous proposition to his 
dealers, who took on the lemons. The 
trouble was that they didn’t sell and 
dealers stopped discounting their bills. 
Next thing Mr. X.had to go to the 
manufacturer and admit he couldn't 
discount his. The benefactor was 
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generous. SHe said Mr. X should just 
give him a demand note for $55,000 and 
nibble away at it some time in the 
future. The trouble was, in the future, 
the manufacturer continued to guess 
wrong. Mr. X saavshis position fad- 
ing, and would have liked to take on 
other lines, but always that $55,000 
demand note was dangled in froat of 
his nose. “Had we been diversified,” 
said Mr. X, “we would never have 
gotten into this spot. I think you will 
find distributors who have stayed in 


the business over a period of years : 


are very much aware of this danger 
that they run and consequently are 
filled with a desire today to be diversi- 
fied as a sort of insurance policy.” 


Lower Dealer Margins 


Mr. X feels that after the war ap- 
pliance manufacturers, like the old- 
fashioned automobile manufacturers, 
are going to insist on better estab- 
lished outlets, firms that can repair 
their devices as well as sell them. 
Dealers are going to get around 25 
percent markup instead of 30 and 40, 
and are going to have to do more 
selling from their floors. Service de- 
partments are ideal methods of com- 
peting with big downtown outlets. 

One of the hare-brained things that 
is going to happen after the war, Mr. 
X feels, is that a lot of new names 
are coming into the appliance indus- 
try. A lot of retailers are going to 
figure that there is going to be such 
a rush for appliances they won’t even 
need salesmen. Anyone who does this 
is due for a surprise as the man who 
does the best selling job will get the 
business and the trouble is he may be 
selling automobiles,. houses, or a lot 
of other things in his efforts to cap- 
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“MAW'S MY OLD WASHER. WHAT'LL YOU ALLOW ME ON HER?” 


ture the consumer’s dollar, and the 
appliance retailer, is going to have 
to fight for~his»share. 


R. Shackleford, G.E. Supply 


It’s srimget for the retailer tiding him- 
self ovef¥ until the war ends to sell 
insulati@’. Not only is insulation 
profitahe but it puts him in touch 
with . e’ owners who later will be 
on the*market for kitchens. The great 
trouble with selling kitchens, R. A. 
Shackleford, district manager for Gen- 
eral ‘Electric Supply, Nashville, says, 
is the fact that the dealer gets in late 
on the money. After everything else 
has been done, quite often there isn't 
enough for kitchens. 

Of 40 electrical dealers in Nashville, 
80 percent have survived, Mr. 
Shackleford points out, and he believes 
they will carry on through the war, 
Some. 15 or 20 are carrying furniture 
and a chain like Sterchi has gone in 
for jewelry with 22 stores. 


Tom French, Peasley Gaulbert 


The greatest amount of money for 
spending will be found in the hands 
of farmers when this war is over, 
Tom. French of Peaslee-Gaulbert, 
Louisville, declares, and that means 
that the greatest distribution activity 
will take place in agricultural areas. 

Inasmuch as agricultural areas need 
distributors more than any other part 
of the country, Mr. French believes 
that the present system of distribu- 
tion will continue. He thinks that 
the appliance business will move out 
of the downtown districts following 
the war because the occasional sale 
item has no business trying to elbow a 
place among the impulse merchan- 
dise. It is going to be more difficult 
for the manufacturer to push the 
dealer around as in the past because 
the dealer is going to be running a 
repair business and carry other lines. 
It is very logical for the dealer to ex- 
pect allocated protected territory in 
the future, and Mr. French’s guess is 
that the dealer will get about a 38 per- 
cent markup. The distributor after the 
war will receive from 18 to 20 per- 
cent, he thinks. 

The post-war picture is going to see 
an end to money being thrown around, 
a cessation of the “whisky” selling of 
the past. Manufacturers will likely 
advertise less locally and more na- 
tionally. They will probably only do 
enough locally to identify the dealer. 

One revolutionary idea that Tom 
French advances is the belief that the 
manufacturer is going to ask the dis- 
tributor in the future to help him make 
up his quota and thus avoid overload- 
ing as in the past. 

About ‘competition, Mr. French does 
not believe that the tire people are 
going to grab all the business, The 
mail order chains such as Sears and 
Wards have gone about as far as they 
will go, as nationally advertised prod- 
ucts are going to come close on prices, 
which was the great bulge the mail 
order chains held in the past. Firms 
like Sears may jump out and appoint 
dealers to handle some of their major 
appliances, and this is a competitive 
factor that must not be overlooked. 


MAY, 1944—ELECTRICAL MERCHANDISING 








| =< 
S&S Se = 
of 3 
2s & 


— Oo 
oo 


‘ 
great 
. s 
bb A, 
Gen- 
Says, 
| late 
else 


isnt 


ville 

Mr. 
ieves 
war. 
‘iture 
ne in 


f 


y for 
lands 
Over, 
Ibert 
1eans 
tivity 
reas, 
need 

part 
ieves 
ribu- 

that 
> out 
wing 

sale 


owa eB 


chan- 
ficult 

the 
cause 
ng a 
lines. 
0 ex- 
"y in 
SS is 
} per- 
r the 
per- 


O see 
ound, 
ng of 
likely 
> na- 
ly do 
ealer. 
Tom 
it the 
> dis- 
make 
‘load- 


does 
> are 
The 
; and 
| they 
prod- 
rices, 
mail 
‘irms 
point 
najor 


AMERICA’S STRENGTH IN WAR AND PEACE—THE PARTNERSHIP OF MAN AND WOMAN 


|) PAXYMASTE 








SHE adminisdery Mee wege 


He provides the means with which 
to feed. clothe. house and educate 
the family. But it is she who admin- 
isters his earnings. She is the one 
who decides where 85° of Amer- 
ica’s consumer buying power will 
go. Naturally, responsibilities so en- 
tirely different create different 
reading interests. 

Out of these differences the wo- 


men’s magazines were born—and 


CU V0S. the WH 


they now fill a place, and do a job, 
unapproached by any other maga- 
zines published. That McCall's is 
read by one American Woman out 
of every five is no accident but the 
direct result of this magazine’s abil- 
ity to think the way women think. 
Never before in the history of this 








vag 





Painted for McCall's by Clara Klinghoffer 


9 


country has it been so imperative 
for women to know how to buy — 
and how to administer, wisely, their 
household’s wartime economy. 
MecCall’s informative articles are a 
decisive influence in the buying 
habits of one woman out of five. 

In war as in peace, McCall's is 
edited directly to the three primary 
interests of the American Woman 


Her Heart, Her Home, Herself. 


M (Ms 


THREE MAGAZINES IN ONE 





The management of the family wages covers a multitude of duties— not the least 


of which is the buying of the household’s electrical equipment. Of the millions of 


ior F women planning postwar electrical purchases, one out of five is getting her buying 
“4 information from the editorial and advertising pages of McCall’s Magazine. 
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Not a product that is still in the blueprint 
stage, but one that has actually proved its worth 
... by efficient, speedy, economical perform- 
ance...in testing laboratories, as well as in 
several thousand average American homes and 
apartments for the past 4 years. 


With consumer acceptance already estab- 
lished...a year ’round market in every state in 
the Union, in cities, suburban areas and on 
farms...an adequate profit margin for all con- 
cerned... negligible service costs... standout 










YORLD'S LARGEST MANUFACTURERS 0 








F STEEL AND WOOD EQUIPMENT FOR 
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CLOTHES DRYER 


sales advantages that can be readily demon- 
strated...no trade-in problems...and a manu- 
facturing background of over 60 years’ expe- 
rience in building high quality steel and wood 
products—this superb unit represents the most 
sensational sales and -profit opportunity in the 
home appliance field since the introduction of 
the automatic washer. Unit will be available in 
both electric and gas models. 


We shall tell you more about this great- 
performing Hamilton Dryer in future advertise- 
ments. In the meantime, however, distributors 
and dealers who are interested in securing de- 
tails of this highly saleable postwar appliance, 
and in territorial and franchise information, are 
requested to write to 


MANUFACTURING CO. 


TWO RIVERS - WISCONSIN 


Styled by 


Brooks Stevens 





re PROFES Sigg 
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INVASION and the 
FINAL CHALLENGE 





The idea that our national security some 
day would depend upon the successful in- 
vasion of continental Europe by our armed 
forces was inconceivable to the average 
American but a few short years ago. Yet, 
today our whole strength is assembled to 
that very action and for assuring a sound 
and permanent peace. 

America became great without aggres- 
sion ... without tyranny. Our greatness has 
been achieved without destroying others 
... ours is a history of unprecedented indus- 
trial progress, of development of our own 
resources and reliance on our own efforts. 

Aggression is foreign to American phi- 
iosophy. Yet, today we find ourselves faced 
with the choice of destroying or being de- 
stroyed. Today we are confronted by the 
hard fact that the kind of peace which we 
all so fervently desire can be achieved only 
by crushing autocracy and by removing 
the causes of aggression. 

We are now engaged in the accomplish- 
ment of the first objective. Since Pearl 
Harbor a complacent, peace-loving Amer- 
ica—the largest of the “soft’’ and “de- 
cadent”” democracies—has grown strong 
and tough. Out of the inherent virility of 
a free people we have moulded the might- 
iest force for invasion and attack that the 
world has ever seen. 

We have reached our peak rates of war 
production. We are producing as much 
war equipment as all the rest of the world 
combined. 

History will record our industrial mo- 
bilization as a phenomenal achievement. 

The battle of production has been won! 

The full might of our armed forces and 
those of our allies unleashed against the 
Axis war machine will bring eventual vic- 
tory. Two and a half years of intensive 


preparation, backed by 168 years of growth 
as a free nation, has given us superiority 
over twenty years of painstaking prepara- 
tion by the totalitarian and militaristic 
countries with their enslaved peoples. 

Every American has contributed toward 
this powerful offensive. Our manufactur- 
ers and business leaders have exerted their 
fullest efforts. Our industries have mobi- 
lized their tremendous resources — tapped 
to the fullest degree their inventive and 
productive genius. The men and women 
in the factories, on the farms, and in the 
mills and mines have played a magnificent 
part in the tremendous production pro- 
gram. Citizens all are making their con- 
tribution to the armed victory that lies 
ahead. 

We have demonstrated that a free peo- 
ple under a free enterprise economy can 
unite in a common purpose. 

When the war is won, we shall be faced 
by our second objective ...removing the 
causes of aggression. This is a social chal- 
lenge. A challenge to those who would 
sacrifice our democratic way of life for 
personal gains or foreign ideologies. 

The best insurance for the continuance 
of our democracy is a successful democ- 
racy. That means a dynamic and not a 
static democracy. All of us who want to 
preserve the ideals that have made Amer- 
ica...and that includes all but a handful 
of extremists . . . must determine to find 
the policies and programs which will per- 
mit us to make the most of the abundance 
nature has provided for us. 

To achieve this end we must recognize 
the fact that we are but a wheel in the 
machinery of world economy. A wheel 
that must drive or be driven. A wheel that 
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must mesh smoothly with the many other 
wheels or be stripped of its cogs. 

We are the only nation on earth free 
enough and strong enough to shape the 
mould of its own destiny. We can be ham- 
pered by nothing but our own confusion. 

xe * % 

The mind and the heart of all America 
today brood over the shores of Britain and 
watch over the narrow waters that wash 
the beaches of the Continent. And the 
prayers of all America go with each of 
those who embark upon that epic passage. 

Those of us at home who are producing 
the fighting tools and who are so earnestly 
concerned with the problems that will 
face a postwar America, should see now, 
even if we may never have seen it before, 
that all our plans will be worth just exactly 
what the men and women who make that 
passage are prepared, competent, and in- 
spired by their leadership to make them 
worth. 

For those men and women are America! 

They have gone out from rich homes 
and poor homes alike, from farms and fac- 
tories, from schools and churches, from 
mines and ranches, from offices and studi- 
os, to take their places in the battle line. 
They are a cross-section of the America 
that is to be. 

Whoever may draw the plans for that 
America, it is those men and women who 
will make the plans good. Invasion is their 
first step toward that end. May their work 
be speedily done, and may our plans be 
worthy of that work. 





President, McGraw-Hill Publishing Company, Inc. 
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help you sell more washers... 


+ + + + + + + FH FH 


Remember 
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These advantages will 


More efficient washing 

Easier on clothes 

More attractive modern design 
Smooth, easily-cleaned surface 
Cannot discolor clothes 

Non-corrosive, heat-proof, acid-proof 
Cannot fade or discolor 

Durable, light-weight, easily handled 
Available in colors 


PIONEERED AND DEVELOPED BY 
ECLIPSE ENGINEERS 


THIS PROVEN SALES FEATURE ON 
POST-WAR ELECTRIC HOME WASHERS... 


p) ECLIPSE Plastic Agitators 


THOUSANDS of housewives have already proved 
the benefits of Eclipse Plastic Agitators on these 
famous washers: 


* APEX * BARTON * BEAM 
* BLACKSTONE * CONLON * EASY 

* FAULTLESS * MAYTAG * NORGE 
* SPEED QUEEN * ZENITH 


Continuing research and development at Eclipse 
has already produced great improvements in new 
Plastic Agitators. And enlarged production facil- 
ities enable Eclipse to meet the needs of the entire 
washer industry for better Agitators. 


For profits’ sake — be sure your new washer line 
features Eclipse Plastic Agitators. 


Eclipse MouULDED Propucts COMPANY 


5151 NORTH THIRTY-SECOND STREET * MILWAUKEE 9, WISCONSIN 


PLASTIC PRODUCTS AND CUSTOM MOULDERS FOR ALL 





INDUSTRY 
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RIGHT 


View of Tacoma Light's range shop office. 
Left to right: Mildred Wilson, clerk; Ed 
Faker, storekeeper; Carl Ostland, fore- 
man; J. M. Power, Range Department 
supervisor, Sale of parts is handled 
from counter at right. Stock room is 
directly back of counter, allowing quick 
access to parts as needed. Repairmen 
receive and sign for orders from Mildred 
Wilson, thus eliminating interference 
with parts customers. 


BELOW 


Work sheet in triplicate covers entire 
transaction—original returned to book- 
keeper; duplicate returned to shop and 
filed; triplicate left with customer. Form 
M24 provides daily check on work sheets. 



























CITY OF TACOMA 
DEPARTMENT OF PUBLIC UTILITHES 
LIGHT DIVISION ‘ ‘ 
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HEN it became apparent 

early in 1942 that the increas- 

ing burden of range servic- 

ing, plus the difficulty of obtaining help, 
was bringing about a serious problem 
both in office and field, the Tacoma 
City Light Department set about work- 
ing out some system by which the con- 
fusion could be straightened out. Satu- 
ration of electric ranges in Tacoma, 
even as early as January 1942, was 
about 40 percent, with a large per- 
centage of each year’s sales reckoned 
as replacements. When the restriction 
on range sales cut off the source of 
supply, the curve of repair jobs on the 
ranges in use went sharply up. This 
neant that work piled up. At the same 
ie the somewhat complicated system 

ot billing made it impossible to handle 






accounts as promptly as usual, with 
the result that bookwork piled up too. 
The problem was attacked by a com- 


mittee of representative members of 
the department, who recommended two 
changes. One, involving a simplified 
method of ordering special parts, was 
calculated to speed up delivery and 
thus cut the bottleneck which was re- 
sponsible for the delays in servicing in- 
dividual jobs. The other involved a 
new method of handling charges, based 
on a system used by the Georgia Power 
Co., which, by eliminating to a large 
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APPLIANCE. 
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extent the necessity for call-backs, has 
also helped to speed up the work of 


the repairman. 
Former System 


The former billing system had made 
use of four forms—a workman’s ticket, 
to be signed by the customer at the 
time the job was done, a range repair 
report made up and priced from repair 
tickets, a customer’s invoice made up 
from repair reports (a second copy of 
which was used for the ledger sheet) 
and a monthly contract statement, or 


SPEEDING UP 
Electric Range Servicing 


Jammed up with range repair jobs, 
Tacoma City Light evolved a new sys- 
tem of expediting the work—(1) a sim- 
plified method of ordering parts, and 
(2) a new method of handling charges 
—both described in this article. . 


By CLOTILDE GRUNSKY 


bill, sent to the customer on which was 
listed charges for current or past due 
range repairs. 

Sometimes it happened that a delay 
in the receipt of ordered parts resulted 
in a lapse of several weeks between 
the time a job was started and the date 
of its completion. Traffic jams in the 
accounting department due to the in- 
number of handled 
plus a shortage of help brought about 
a lag in billing which frequently 
amounted to as much as 30 days. Eight 
or ten days could easily elapse before 
Added to this 
the 30-day leeway permitted in pay- 
ment accounts delin- 
quent, and it can readily be seen that 
not uncommonly 


creased accounts 


mailing of the invoices. 
became 


bef re 


as much as 70 days 


elapsed between completion of the 
job and its actual payment. 
In more than two months’ time a 


customer could readily forget just what 
had been done to the range. Looking 
back over that period, it was occasion- 
ally difficult to remember whether .or 
not all the materials mentioned had 
been used or whether or not the repair- 
man had actually spent the time alleged. 
This opened up an unpleasant possibil- 
(Please turn to page 121) 
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Backstage scene at, “If Men Played Cards As Women Do," first show of the new 
television series, The Proctor Playhouse, sponsored by the Proctor Electric Co. 
of Philadelphia, Pa., over Dumont station W2XWYV. 





A Preview of 


Selling By 


26 Million Wired Homes in Your ‘Tel CV1sSi0n : 














Postwar Ironrite Market! 

ostwar ronrite Mar et! OST recent addition to the based on George S. Kaufman’s popular — 
growing field of experimental “If Men Played Cards As Women Do,” are 
. . . . — . . . ' 
lronrite, the leader in the ironer field, offers one of the television sponsors is the adapted to highlight the Proctor ‘Cle 
biggest, most profitable dealer opportunities on the Pi ctor Electric ; o. of Philadelphia, “Never Lift” iron as an integral part 150 
t liance horizon Pa., with their Proctor Playhouse, a of the play. Production of the show Ges 
postwar app . monthly series of one-act plays tele- was handled by Proctor’s advertising Blai 
lronrite. offers not only a red-hot short-range sales cast over DuMont station W2XWV. agency, Newell-Emmett Co. The pro- — 
opportunity, indicated by thousands of consumer in- lhe first show, presented recently was fessional cast included Frank Tweddell, and 
quiries from our Ladies’ Home Journal Advertising but crec 

it also offers practically a virgin market with 937% of 
the potential yet to cash. P 
The postwar lronrite Franchise will fit into any dealer’s for 
postwar plan! It will give you: 8 
that 
1. A “leader” product! a. 
2. A 93% market potential! bef 
° ee lec 
3. Real, dealer-minded sales policies! ot 
You'll be hearing more about the lIronrite proposition rati 
soon. Listen for it! inte 
: they 
. cha 
The lronrite lroner Company = 
38 Piquette Ave. + Detroit 2, Michigan seri 
Pre 
cari 
fur: 
as | 
I 
KEEP YOUR EYES ON te 
| um 
fro} 
Proctor Electric Co. executives congratulate cast of "If Men Played Cards As por 
Women Do", after premiere of new television Proctor Playhouse. Left to right exf 
the Proctor men are Cyrus Perkins, in charge of service and maintenance, Roscoe me 
T fal E W 8) R l D : $ F | N f $ T ] ~ 0 y E . Imhoff, vice-president in charge of sales, and (before mirror) Robert Oliver, gro 
advertising manager. ele 
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Proctor Electric Co. 
sponsors a monthly 


wamememees! §=—-NO basic change in JO years 


W2XWV 








Long-suffering hubby admires the fine 
points of his new Proctor "Never Lift" 
iron, a present from his wife. A scene 
from the comedy which was the first 
offering of the Proctor Playhouse. 





remembered for his role as the butler 





in both the stage and screen versions of 
“Claudia”, Warren Parker, veteran of 
es 150 television shows who played 
' George in “Of Mice and Men” and 
Blaine Cordner, now appearing on 
Broadway in “Arsenic and Old Lace” 





Ide! and with 110 television shows to his 

credit. 

Senenstretiog by Velovisice When A. L. Marsh discovered the nickel-chromium air ae 

Although television audiences are, resistor alloys in 1906, he found that 80% nickel and H 

for the time being, limited to a few ) ed CHROME! 
thousand homes, Proctor recognizes 20% chromium was the most durable composition for WIRE 
that with this medium it is possible to : . 
do something that has never been done heating elements. This is our Chromel-A. In the 38 ——— 
before—actually demonstrate their ; : . a h b f d.H pd 
electrical appliances in the very homes years since then, no substitute composition has been found. However, the 
of prospective customers. By incorpo- . oa: +s ¥ 
rating their iron and other appliances Chromel-A of today has many times the durability of the original prod 
into the continuity of their program, . . h in 
aM ie Aaa Mel miaeite a uct, due to improved methods of processing the alloy, plus the tiny 


chance to actually see the product in 
operation, rather than trying to de- 
scribe it with glowing adjectives. 
Proctor’s first show indicates that a 


addition of other metals. Chromel-A is now so outstandingly durable, 
that one may almost say that it does not need to be improved. But it will 


careful application of such technique be. . . . This durability has kept in operation those heating devices 
furnishes fine entertainment as well ee 2 
as strong sales appeal. you’ve sold in the past. But all this is an old story to you. We re-tell it 
Because electrical appliances are é A ‘ 
virtually impossible to buy at present, just to keep you mindful of how good Chromel truly is. For technical 


and television audiences small, no vol- | 
ume of sales is expected or desired 
from the new show. Its primary im- 
portance is to give Proctor some sound 
experience in selling via the new 
medium that will find them on firm 
. ground once the production of home 


electrical appliances is resumed. HOSKINS MANUFACTURING COMPANY, DETROIT 8, MICHIGAN 
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data on Chromel, ask for Catalog-M. 
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VUE 


Introduced in 1937, PHILHARMONIC was promptly judged the out- 
standing instrument in America by all consumers’ organizations. Each 
succeeding year it continued to head every impartial performance 
rating. The uncompromising standards that gave PHILHARMONIC 
pre-war quality leadership will assure for our new instruments the 


best—and nothing short of the best—in FM, AM and TELEVISION. 


w Quality dealers will be visited shortly by a PHILHARMONIC repre- 
sentative to discuss our post-war plans and exclusive franchise distribution. 
Inquiries are solicited from those who would like preliminary information. 


PHILHARMONIC RADIO CORPORATION, 214 William St., N.Y. 
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PHilharmonic 


RADIO AND PHONOGRAPH 
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1. Determine local policy as to what 
“stars are to be offered 

2. Establish local qualifying 
for each feature 

3. Promote the plan to builders and to 
the public, and 

4. Provide such inducements as may be 
locally needed and decided upon, 
such as assistance in demonstrating 
“Model” Certified homes, publicity 
and advertising. 


Let’s how such a plan could 
weld the scattered national cooperative 
programs of the past into a single 
coordinated promotion of great power 
and effectiveness. 


standards 


see 


It is obvious that such a ‘plan, if 
widely adopted, could absorb the pres- 
ent Adequate Wiring Bureau Plan and, 
in addition, would provide a focal point 
for effective local application of import- 


ant phases of the Better Light-Better 


Sight program, the Modern Kitchen 
program, and that of the newly organ- 
ized Indoor Climate Institute. It would 


even provide a place for an important 
group of manufacturers not hereto 
fore active in national cooperative pro- 
motion washers 

National n now sup- 
porting the Adequate Wiring Bureau 
might join with the utilities in sponsor 
ing this plan and provide a background 
of national advertising and promotion 
as rapidly as the development of local 
programs would justify. 

Lamp bulb—residential fixture and 
portable lamp manufacturers might es- 
tablish suitable equipment standards to 
meet I.E.S. Recommended Practice 
and a certification procedure of their 
own. An identifying name and emblem 
for such equipment, particularly if 
nationally advertised, would make the 
application of Better Light-Better 
Sight principles to the post-war home 
a simple matter. Thus, the local addi- 
tion of at least one star to the banner 
should be almost universal and the 
interested lamp and lighting equipment 
manufacturers would be fully justified 
in nationally advertising their products 
with a heavy tie-in to this plan—or 
even around this plan. 

Kitchen equipment manufacturers 
could provide plan service to builders, 
encourage standardization of outline 
dimensions, and advertise this plan 
both cooperatively and in conjunction 
with their own equipment because of 
the inclusion of their appliances as an 
added “star” in those areas where they 
would be accorded support by the local 
utility. 

Similar opportunities would present 
themselves for tie-ins by washer, 
ironer, and water heater manufacturers 
because of the inclusion of their equip- 
ment as another added “star” in many 
areas. 


ind ironers. 


anutacturers 


Plan Flexible Locally 


It would, likewise provide a splendid 
opportunity for the local activation 
needed to make effective the program 
of the newly formed Indoor Climate 
Institution, for many communities 
would undoubtedly include some form 
of inside weather control as another 
“star”. 

Locally, the plan has flexibility be- 
cause recalcitrant and less enlightened 
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builders, who might go along with ade- 
quate wiring but who would balk at 
first on fully meeting the requirements 
for additional “stars” would not be 
foreclosed from receiving the banner, 
while more progressive builders who 
were ready to go all the way would 
enjoy the prestige of the additional 
stars on the emblems awarded to the 
homes they built. 

This would truly be a team-work plan 
because every substantial element of 
the electrical industry would have some 
interest in its objectives and since local 


CONTINUED FROM PAGE I5 





flexibility is provided, each unit of our 
industry could put just as much sup- 
port behind this plan as its individual 
market opportunity would justify. 

The adequately wired home repre- 
sents the least common denominator of 
the residential market in which every 
element of the electrical industry has 
some interest. But we need a plan 
that will let those, who wish to go 
beyond wiring toward the complete 
all-electric home, work with the rest 
of the industry on the wiring phase 
and, at the same time, pursue their 





LIST OF STATES SHOWING TYPES OF EQUIPMENT THAT CAN BE 
INCLUDED IN THE FHA-INSURED MORTGAGE BY MUTUAL 
CONSENT OF BORROWER AND LENDER 


GARB- WASH- 
AGE DIS- ING MA- 


RANGES REFRIGERATORS WOsaL ernes 
STATE WASHERS UNITS (Sequence 
Attached or Attached or Type) 
Plug-in Built-in Plug-in Built-in 
Alabama E E E E E 
Arizona E E NE NE E 
Arkansas E E E NE NE 
California E E E E E 
Colorado E E E E E 
Connecticut E E ge e NE 
Delaware NE E° E F NE 
Dist. of Columbia E E Eee Eee NE 
Florida E E NE NE NE 
Georgia E E E NE NE 
Idaho NE NE E Eee NE 
Illinois . @ E E E NE 
Indiana E E E gre E 
lowa E E ge E** NE 
Kansas E E E NE NE 
Kentucky NE NE E E NE 
Louisiana NE E E E NE 
Maine E E NE NE NE 
Maryland E NE E NE E 
Massachusetts E E E E E 
Michigan E E E E NE 
Minnesota g° E E E E 
Mississippi E E E E NE 
Missouri E NE E E E 
Montana E E ge gr E 
Nebraska E NE E E NE 
Nevada E E NE NE NE 
New Hampshire NE NE NE NE NE 
New Jersey E E NE NE NE 
New Mexico E E E E E 
New York E E E E E 
North Carolina E E NE NE NE 
North Dakota i E E E E 
Ohio E E E E NE 
Oklahoma E E E E E 
Oregon E E E NE E 
Pennsylvania E E* E E NE 
Rhode Island E E E E NE 
South Carolina E E E E E 
South Dakota NE NE E E NE 
Tennessee E E NE NE NE 
Texas E E E NE NE 
Utah E E E E E 
Vermont E E E E NE 
Virginia E E E E NE 
Washington E E NE NE NE 
West Virginia E E E E NE 
Wisconsin E E Sg Ee NE 
Wyoming NE NE eg a E 
27 15 25 16 40 34 18 


States permitting insurance of ranges under FHA-insured mortgage if borrower and lender consent 


42 
States permitting insurance of refrigerators under FHA-insured mortgage if borrower and lender consent......... 41 


* For rental units only. 
E—Eligible. 
NE—Not Eligible. 


**Has no “attached qualifications.” 


enees by Market Research Department. 
THE ARCHITECTURAL FORUM (Division of Time, Inc.). March 1, 1944, 








additional interest effectively. 

Now everyone agrees, that the ag- 
gregate electrical market opportunity 
in homes already built greatly exceeds 
that in new homes. Will this plan, 
aimed at the new home, help accelerate 
the electrification of old homes? The 
answer is definitely yes. The new 
home sets the pace in any community 
and, if its desirable features are empha- 
sized and highlighted, a tremendous 
urge will be developed in the occupants 
of already existing homes for the 
modern equipment which characterizes 
the newer houses. If the occupant 
is an owner, he will respond directly; 
if a tenant he will seek better quar- 
ters. The owner of rental proper- 
ties, when confronted by the threat of 
a vacancy, will modernize. 

Thus, the combined force of the man- 
ufacturers and of the utilities, focused 
on the desirability of electrical living, 
can create a powerful demand for the 
products of our industry for installation 
in old as well as new homes. 

Some of you are probably asking the 
question—“How are you ever going 
to get the builder to include electrical 
equipment in the house he offers for 
sale?” As pointed out previously, the 
first essential is to make the public 
responsive to the idea. That can be 
done under the plan I have just out- 
lined by focusing the combined sales 
and advertising power of all who have 
an interest in the electrical markets in 
residences behind a common theme. 
No one familiar with the past accom- 
plishments of our industry can suggest 
that such a program would not quickly 
establish a definite trend in public 
thinking. In the words of a popular 
song—“We’ve done it before and we 
can do it again.” 


Completely Equipped Homes 


The whole program will be greatly 
expedited if we can find some means 
by which the builder can include the 
electrical equipment in the finished 
home he offers for sale without undue 
financial strain. That way has been 
found: Architectural Forum, leading 
publication in the building field, has 
been convinced for some time of the 
soundness of offering completely 
equipped homes. Let me quote from 
one of their publications: 


“The key to the twentieh century house 
is liveability—and the key to liveability 
is the completely equipped house. 

“Houses have always had walls, roofs, 
doors, and windows. To be sure, each of 
these structural features had been vastly 
improved. But the new plus—the big 
new selling feature—is the convenience 
equipment which has made being a wife 
and mother almost as easy as being a 
husband and father. 

"The house of tomorrow for the mass 
market will have to provide automatic 
heat, hot water, and temperature control, 
quality facilities for cooking, food preser- 
vation, storage, laundering and drying 
clothes, washing and drying of dishes, 
disposal of garbage and waste, and the 
elimination of cooking odors." 


The Forum's inquiry into this phase 
of building disclosed that the method 
by which the convenience equipment 
might be included in the home as 


(Continued on page 58) 
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IN Rey mrmaae, 


The day you receive your next shipment of electrical appliances 
will mean more than just being back in the appliance business. 
It will mean you’ve weathered a soul-trying period with your 
chin up and your courage high. And you will have earned 
your share of the business, the profits that peace will bring. 
You’re planning that day now. So are we. The %M. factories, 


busy now with war work, are ready to swing back, fast, into 


Pr 


= 


volume production of performance-proved...PROFIT- 
PROVED...appliances. We want to help you get back into 


the appliance business at the earliest possible moment. And 


beyond that we’re planning the kind of advertising, merchan- 


dising and promotional assistance that will win demand and 
build sales to make your 4M. appliance department one of 


the bright spots in your store. 


KEEP ON BUYING WAR BONDS 
TIE YOUR POSTWAR PLANNING TO BM—THE TIME-TESTED LINE 


ots, 
> “ag © 
+ LS @ 


KM 

MNAPP-MOWARCH Co. *™. | 
— 4 ‘ 
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When this war is won, Stromberg-Carlson believes 


that television will face a future of great promise. As evidence of 
our conviction, we have applied for a license to operate our own 


television broadcasting station. 


O.. confidence in the eventual success of television 
is founded on long experience. We produced television receiving 
sets commercially as early as 1938. However, we feel it important 

| for both you and us to consider the future of television and radio 


| from the point of view of business common sense. 
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HERE’S OUR THINKING 
ON TELEVISION: 


] Television has a great future. 














2 There is tremendous public interest in tele- 
vision. It will be several years after the war 
before television broadcasting stations can be 
built to provide full national coverage. 


oo 


As television broadcasting facilities develop— 
territory by territory—good business oppor- 
tunities will be presented to you—and to us. 


When television broadcasting develops so you 
can make money out of it, we will have a full 
line of television receiving sets which will bring 
to this rich field the 50-year-old fact: ‘There is 
nothing finer than a Stromberg-Carlson!”’ 





AND HERE'S OUR THINKING 





I 


a] 


There always has been—always will be—a 
profitable demand for a good radio and radio 
phonograph—a fine musical instrument. 


For the immediate post-war years, the ex- 
panding market for FM receivers and phono- 
graph combinations will provide your great- 
est profit opportunity. 


We believe that such instruments must have 
superlative tone quality and an appearance 
in keeping with the best in furniture design. 


AND HERE’S OUR POST-WAR PLEDGE 
TO GET YOU BACK INTO THE RADIO BUSINESS: © 


] We will have—soon after Victory—a fine line of Stromberg- 


Carlson FM and AM radios, phonograph combinations and 
television receivers in an attractive range of prices. 


2 We will have a policy of distribution planned to give every 
Authorized Dealer a good profit opportunity on the Stromberg- 


Carlson line. 





3 And the Stromberg-Carlson name will be even more widely 


and more favorably known than ever before. i 
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How would you sell 
AN ELECTRONIC BABY MINDER? 








N.. we haven't yet seen a gadget like enced GRAYBAR Representatives more 
this, but no doubt there will be post-war valuable than ever. They'll help you 
appliances equally unusual, with real choose sound, well-built, fast-selling 
profit-making possibilities for the dealer items from leading suppliers. They'll 


who knows how to sell them. help you reactivate and modernize your 
Whatever their function or features, | merchandising methods. 
they will mean new and unusual sales In the meantime, in the difficult period 


problems for you —in selection, in that still precedes Victory, we will keep 

methods of display and demonstration,in working to distribute fairly among our 

training of sales and service personnel. dealers the electrical appliances released 
When the post-war era in appliances to us under wartime allocation plans. 


arrives, you will find the help of experi- 82 


75 Years of Electrical Distribution 
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Homes of Tomorrow 


CONTINUED FROM PAGE 54 cummmmes 





| offered for sale had already been antici- 


| 


| 


pated and provided for by F.H.A. 
Again quoting from the same Forum 


publication : 





"Recognizing that ranges, refrigera- 
tors, etc., have gradually come to be 
considered part of the house itself, F.H.A. 
has agreed to insure mortgages covering 
property containing these types of home 
operating equipment. The items to be 
included are left to each insuring office 
for determination on the basis of equip- 
ment that is locally considered a part of 
real estate. * * *" 

“At present, 42 state F.H.A. offices 
have declared ranges eligible for insur- 
ance under the realty mortgage. Re- 
frigerators are eligible in 41 states, dish- 
washers in 40, garbage disposals in 34 
and sequence type laundries in 18. * * *" 

“Let us assume you are planning a 
group of houses to sell for $4,500, terms 
—$500 down and the balance payable 
under an F.H.A.-insured twenty-five year 
monthly payment plan. Here is how the 
plan works out, the following figures be- 
ing approximate the monthly payment, 
including interest, principal, F.H.A. insur- 
ance, taxes, and fire insurance, would be 
$35. If a quality stove, refrigerator, and 
automatic laundry (retail price 1940, 
$455) were installed in the house, the 
purchaser would make an additional $55 
down-payment and an additional monthly 
payment of $2.32. His total monthly 
payment would then be $37.32." 

"If the prospect purchased your house 
without these items of equipment and 
bought comparable equipment from an 
appliance company under the most fa- 
vorable credit terms (10% down and 
monthly payments of $15.80 for 30 
months, which includes a finance charge 
of $64), his total monthly payments 
would be $50.80. These outsize pay- 
ments would have to be made during a 
period when the purchaser's cash reserves 
are low because of his initial capital 
investment for the home and for house 
furnishings. Discouraged by these large 
monthly outlays the prospect often de- 
cides to rent instead.” 


From this illustration you can see 
the advantage of financing the mechan- 
ical equipment under the mortgage not 
only to the builder but to the pur- 
chaser. What is needed at the moment 
is a campaign of education to persuade 
builders, and mortgage institutions 


| to avail themselves of this F.H.A. 


privilege to better serve the future 
building market. The utilities should 
take the lead in their local operating 
territory by discussing the matter with 


| F.H.A. authorities, mortgage institu- 


| 


tions, and the building fraternity. 
Architectural Forum has made this 


| easy for you by setting up the program 


| 
| 





in pamphlet form. 

It is easy to see how perfectly this 
plan advanced by the Forum imple- 
ments the plan I propose for selling 
Electrical Living. Now we can wrap 
it up in a package and make it possible 
for the purchasers of a new home to 
start living electrically the day they 
move in. And remembering the bell- 
wether influence the new home exerts 
on the whole community thinking, we 
can all picture the acceleration which 
such a plan will give to the further 
electrification of old homes. 
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PUBLISHED BY GENERAL ELECTRIC LAMP DEPARTMENT, NELA PARK, CLEVELAND, OHIO 





WHAT’S AHEAD IN STORE LIGHTING ? 


Dealers and store owners gain valuable aid in new G-E Lamp Series on Postwar Lighting 





New Radio Voices thrill 
Hour of Charm Listeners 


Nationwide interest has been excited by 
the auditioning of gifted young singing 
stars now being heard on the air with 
G-E’s All Girl Orchestra. 


These finalists, chosen from almost 10,000 
young women auditioned in General 
Electric’s search for the Undiscovered 
Voice of America, have received high 
praise from the listening audience—a fur- 
ther indication of the tremendous pulling 
power enjoyed by the only national radio 
program devoted exclusively to lamps 
and lighting. 


Dealer Praises G-E Radio Program! 
“T have listened for quite sometime to 
your program, the Hour of Charm, and 
would like to make arrangements to 
handle the electric bulbs mentioned on 
that program ...I want to give my cus- 
tomers the best that is obtainable.” 
from a New York state dealer. 





Ten famous architects and designers have been retained by G-E to work out creative 
ideas for better lighting. Their assignments will include small and medium-sized stores, 
with special emphasis on new and improved lighting techniques that can stop customers, 
stimulate sales, and accentuate the buying atmosphere. 

One main objective of this pro- 
gram—another “‘first’’ for Gen- 
eral Electric—is to familiarize 
architects, contractors and fix- 
ture designers with needs and 
problemsofstorelighting. More- 
over, the program marks a major 
step toward assuring dealers and 
storeowners of the best lighting 
the industry can provide. 


















Hear the G-E radio programs: “The G-E All-Girl 

Orchestra” Sunday, 10 p. m., EWT, NBC; “The 

World Today” news every weekday, 6:45 p.m., 
EWT, CBS. 

















WASTE PAPER 


in Readership! TELLS A WAR STORY 


A recent survey by Daniel Starch and 
Staff, which rated 48 ads in the January 
15th issue of the Saturday Evening Post, 
revealed that ‘‘Moving the Sun”’ was first 
in being seen and associated with the 
product. It placed second as “‘most read”’ 
advertisement. Thus, it achieved one of 1. Open packages carefully so they may 


Uncle Sam needs every available piece of 
paper salvage—paper boxes, cartons and 
shipping containers. Paper packs a punch! 
Save all your paper—don’t burn it! 
Here’s how you can start saving now: 


the highest ratings any General Electric be reused. 

advertisement ever received—showing 

that your customers have an exceptional 2. Re-use containers as often as possible. 
interest in postwar lighting—and the 

lamps that have more friends. 3. Dispose of all containers which cannot 


be used as well as scrap through avail- 
able channels. 


WATCH FOR other ads on this theme in 4. Make sure that no paper products are 
LIFE, April 17th issue and COLLIERS, burned. 


May 6th. 





LET’S ALL BACK THE ATTACK—BUY ANOTHER WAR BOND THIS MONTH! 
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Airmen have a word for it! 


















WHY IS THE NAME Maytag used in so many It's not because Maytag actually makes any 
ways in the Army Air Forces? ... Why does a of the Army planes.* Instead, it’s only that 
cadet, when he washes out, sometimes say Maytag comes immediately to mind when 
1as “gone through the Maytag” ?... Why are anyone thinks of washing or the sound of a 


student training planes nicknamed “Maytag washer. No greater tribute can be paid to 


and “Maytag Dive Bombers” ?...Why has and, incidentally, Maytag is close to the 


Stars and Stripes,” official overseas army hearts of their mothers and fathers, too, for 
newspaper, carried references to “Maytag they have purchased and used over four 
Stukas” ?... And why did Moss Hart write million of them. All of which means 
“Maytag” into his famous Broadway unmistakable Maytag leadership. 


Air Corps stage show,” Winged Victory” ? Remember, the Air Fortes’ boys are just a 
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Hedgehoppers’ ?... Why do the boys any product than to have it used as a 
call the little Piper Cubs, that act as the “eyes nickname” for things that are close to the 
for the Artillery,“ Maytag Messerschmitts hearts of the boys of the Army Air Forces... 


WASHERS 


negroes 


cross section of good, substantial American 
homes. And, all of us should remember, too, 
that they're also a cross section of the 
fellows who will put up the money to buy 
the washers of the future. 

*But most of today’s famous combat planes 

ARE EQUIPPED with Maytag products — hydraulic 


actuating and lock cylinders, electric retracting mecha- 


nisms and heat-treated aluminum alloy castings 


THE MAYTAG COMPANY, NEWTON, IOWA 







IRONERS 
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People, Products, Plans 


May, 1944 





Post-War Topics Dominate Sessions 
Of E.E.1. Annual Commercial Conference 


The 11th Annual Commercial Conference of the Edison Electric Institute, 
took place at the Edgewater Beach Hotel, Chicago, April 3, and brought 
a record-breaking attendance. There were well over 600 registrations from 
all parts of the country. Not only was the registration large, but the intense 
interest in the programs was shown by the full attendance at all of the meet- 
ings. Post-war topics dominated meetings on farm electrification, dealer cooper- 
ation, home service, lighting, power sales and committee meetings, as well as 


the three general sessions. 


Farm electrification was well to the 
fore, both in the all-day meeting on 
farm utilization, and in the important 
paper on the rural program by Grover 
C. Neff, president of Wisconsin Power 
& Light Co. and an address by W. H. 
Sammis, vice president, Commonwealth 
& Southern Corp., on “Utility Ap- 
proach to the Farm Market.” The sub- 
ject was further discussed in corridors 
and lounges with a full realization of 
the importance of the potentialities of 
the farm field for all parts of the 
electrical industry and an extremely 
practical approach in planning to de- 
velop this business. 


Farm Electrification 


Perhaps the keynote of the approach 
to the farm was sounded by Mr. Sam- 
mis in which he pointed out that in the 
past the farmer has often spent his 
first money on electrifying the farm 
home, deferring until later the electri- 
fication of farm operations. “Reverse 
the process,” says Mr. Sammis, “let 
farm electrification earn electrification 
of the home.” In other words, the 
emphasis is now on putting electricity 
on the farm to first aid significance 
to the farm earnings and then the 
home applications of electricity for 
kitchen, and laundry will easily follow. 

An important angle of this farm 
equipment problem was developed by 
Frank E. Watts of Farm Journal. He 
emphasized that in this program per- 
haps the most important element was 
the distribution of the utilization equip- 
ment. The sale and service of this 
type of equipment will present new 
problems to the electric distributing 
trades. Perhaps the setting up of new 
types of dealers, and while the utilities 
are planning extension of service, the 
distributing trades must give close at- 
tention to and make sound plans for 
the sale to the farmer of equipment 
for the most profitable and efficient 
use of power on the farm. 


The session on industry coordination 
and post-war selling demonstrated that 
the policy of coordinating all the sales 
elements in a community for the pro- 
motion of appliance sales through 
sound utility policy and cooperative 
promotion has become not only gen- 
erally accepted by the utilities, but is 
regarded by them as an essential factor 
in approaching post-war potentialities. 


Dealer Cooperation 


“Strong dealer outlines must be 
built, and the utility must help” was 
the essence of a paper read by Julius 
Daniels of the Boston Edison Co. .. . 
“The electrical retailer,” he said, “is 
part and parcel of the merchandising 
activity of the local utility, and we can 
only be successful as he is successful. 
This can only be accomplished if man- 
agement officers of every public utility 
take the electrical retailer wholeheart- 
edly into the program we are planning 
in the future.” 

This point of view was further de- 
veloped by F. A. Coffin, Wisconsin 
Electric Power Co., who traced the 
development of dealer cooperation in 
Milwaukee. “The program we have 
been following,” he said, “has been to 
enlist the full effort of all agencies and 
to attempt to coordinate their efforts to 
give them all of the cooperation and 
assistance we could. Since we have 
been trying to cooperate closely with 
agencies we have vastly more friendly 
industrial relations and have achieved 
results that could not have been 
achieved by any other plan.” 

Urging the building of stronger 
dealer outlets, the manufacturers’ ac- 
tivities were outlined by W. J. Cash- 
man of Landers, Frary & Clark, New 
Britain, Conn., and G. J. Smith, Edison 
General Electric Applance Co., Inc., 
Chicago. 

Home Service in an all day session, 
with Fern Snider as chairman, cov- 
ered a full list of important topics. 
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Adequate wiring, and how home serv- 
ice may aid this promotion working 
toward better lighted homes, and sub- 
jects of great importance to home 
service and the industry in the develop- 
ment of laundry, kitchens and home 
freezing of foods. 

E. W. Commery of Nela Park 
showed some of the fascinating and 
decorative home applications of fluores- 
cent lighting and Myrtle Fahsbender 
of Westinghouse Lamp Division illus- 
trated lighting in post-war homes. 


Manufacturers’ Problems 


H. L. Andrews of General Electric 
addressed the general session on some 
electrical manufacturers production 
problems during the war and post-war. 
He forecasted that manufacturers will 
not be able in the early post-war 
periods to bring out any appliances 
other than those available in 1942. 
Fewer models and higher prices will 
rule. How high these prices will be 
is not known, but Mr. Andrews pointed 
out the remarkable record the electri- 
cal appliance manufacturers made in 
the ten years before the war in steady 
reduction of prices against steady in- 
crease in labor costs. He foresaw the 





R. C. Cosgrove of Crosley couldn't resist 
the temptation to talk to old Westing- 
house colleagues. Here he is talking to 
Julia Kiene of that company. 





Two chairmen: Fern Snider, home service 
director, Georgia Power Co., chairman 
Home Service Section E. E. |. and Edwin 
Vennard, Middle West Service Co., 
Chicago, chairman General Commercial 
committee E. E. |. Both are southerners. 


residential usage rising to 5,000 
kw.hr. per home in ten years. 

Better Light-Better Sight celebrated 
its tenth anniversary in a most inter- 
esting meeting. H. P. J. Steinmetz, 
chairman of the Better Light-Better 
Sight Bureau, outlined some post-war 
programs for the home, including pub- 
lic school courses, certified luminaires 
and greater contact with the architec- 
tural profession, and improved kitchen 
lighting. 


Indoor Climate Institute 


P. B. Zimmerman outlined the pro- 
gram of the Indoor Climate Institute, 
asking the utilities to sponsor local 
chapters of the Institute for promotion 
and development of year ‘round tem- 
perature and humidity control. This 
Indoor Climate Institute is something 
we are going to hear a great deal 
more about in the future. It is hardly 
necessary to remind electrical readers 
that Mr. Zimmerman was important in 
a number of industry promotion activi- 
ties in the past including the earliest 
lighting promotions, and the Food 
Preservation Bureau, which did so 
much for electric refrigeration. 

Another very forward-looking and 
constructive suggestion was outlined 
by M. E. Skinner, Buffalo Niagara 
and Eastern Power Corp. Mr. Skin- 
ner advocates the organization of 
building interests that will enhance 
industry programs for a greater degree 
of home electrification. The paper is 
published in full in this issue (page 14). 


PAGE 61 





PAGE 62 


3.0 millito 


prewat We stinghouse 
home appliances 
are your 
postwar promise ol 


still finer ones to come 


Promise! Even 
mother can stay put 
at the table when 
your good Jooking 
new Westinghouse 
Automatic Toaster 
and Coffee Maker 
take overt getting 
breakfast What fun! 


Promise! Dad's shirts 
the baby® rompers, the 
ruffled curtaime in the din 
ing reom everything 

will be unbeliev ably 
easy to iron Of your brand 


new Westinghou* lronet. 


SALL IT EXPERIE xce, call it know how, call it what you like .. - no one can 
(, turn out 4) million of anything without acquiring @ lot of firsthand 
information on what makes 1 work, and why That's but one plus advan- 
tage the engi™ ers, designers and home economists of Westinghouse will 
have when they go bat k to making all the fine postwar electric appliances 
vou want for your home. Meantime, they're putting everything they know 


into today's job of turning out essential materials to help win the war. 
wi STINGHOL of. ELEC TRIC & MANUFAS TURING co. MANSFIELD, OHIO 


Tune in John ¢ harles Thomas - Sunday 2 3 EWT. Nn. B.C. 
“Topol the Evening” * Mon Wed. Fr 10:15 EWT.. Blue Network 





Promise! Raspberries in January! A pheasant 
dinner i June! --- thanks to the new frozen 
foods. And your new Westinghouse electric 
Refrigerator will have special place to store them. 


Promise! Your new 
Westinghouse electric 
Range will be so com- 
pletely automatic you 
can put @ meal in to 
cook ..- and forget it! 


Promise! Dinner cooked on the porch 
_ breakfast by the window! Hot food 
on a picnic! Your new Westinghouse 
Roaster will be so versatile and efficient 
you can cook anything in it, and carry 


it, anywhere. The meals are delicious! 
“a <a 
* 


“< 
< 
\y 
+ ‘ 
Promise! Less tune 
at the sink, and more & 
time for yourself Your / ‘ 


loveliest crystal, your 
choicest silver, your fa 
vorite china, will all be 
washed safely and well 
jn your new Westinghouse 


electric D ishwasher. 


Westinghouse 


PLANTS in 25 cities... o7rices EVERYWHERE 


_- 


nes 





‘ 


AIMED AT YOUR POSTWAR MARKET 


STARTS IN MAY - REACHES 53,000,000 READERS 
IN 7 TOP-FLIGHT NATIONAL MAGAZINES 


NOW-—-n addition to the big Laundromat Cam- 


paign featuring Clothes Conservatior., announced 
last month—Westinghouse launches another full 
color advertising program, this time featuring its 
Full Line of Electric Appliances. 

The first advertisement, shown opposite, will 
appear on the newsstands in Collier’s on May 5; 
in The Saturday Evening Post on May 17; in the 


other magazines listed below in May and June: 
This advertising is designed to stimulate inter- 
est now in Westinghouse Electric Appliances for 
postwar. Month after month, during 1944, more 
than 53,000,000 people will be told this story. 
All of this advertising tells your customers that 
30,000,000 prewar Westinghouse appliances rep- 
resent a promise of still finer ones to come. 


4 BIG ADVERTISING PROGRAMS 


1. JOHN CHARLES THOMAS AND JOHN NESBITT, 
the popular Westinghouse orchestra and the 
Westinghouse chorus—spanning the continent 
with melody every Sunday afternoon at 2:30 
P.M., E.W.T., over the NBC Network. 


2. “TOP OF THE EVENING’—a new 15-minute 
show starring The King’s Men and Sally Sweet- 
land, every Monday, Wednesday and Friday 
evening over the Blue Network, at 10:15 P.M., 
E.W.T. 


Westinghouse 


3. THE LAUNDROMAT CAMPAIGN in Life, Good 
Housekeeping, Bride’s, Parents’, American, and 
Vogue Pattern Book. Beautiful color ads featur- 
ing Clothes Conservation and the postwar con- 
venience of the Laundromat. 


4. THIS NEW FULL-LINE PROGRAM in the Post, 
Collier’s, Better Homes & Gardens, American 
Home, McCall’s, Ladies’ Home Journal, and 
Woman’s Home Companion. Again beautiful 
color ads presell the postwar market. 





ELECTRIC HOME APPLIANCES 
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Just in case... 


Now and then a good customer will bring you a Toastmaster toaster for repair. 
One that has cracked up on the floor, or had its innards damaged by a fork. Ora 
veteran, like the one in the picture, with years of service to its credit and some 
little thing gone wrong at last. 


Well, you can’t expect even a Toastmaster toaster to be proof against all the 
wounds of abuse and accident, or all the ravages of time! 


So, just in case you do get the opportunity to earn a dollar or two and render 
a customer a service that won’t be forgotten, we think you'll be glad to know that 
we stand ready to help, the minute one of our prized toasters reaches your 
repair department. Here’s how... 


If you do your own repairing, we'll supply new parts as promptly as 
possible. Be sure to return old parts when ordering. 





If you want us to do the job, send the toaster to our nearest 
Authorized Service Station (see below), together with full informa- 
tion about customer's complaint. We will furnish cost estimate if 
requested, and await instructions. Please pack the toaster carefully. 
Many returned toasters arrive in damaged condition. 





Let’s work together on this. There’s no better way to keep your customers lined up 
for coming, and booming, sales of new and finer Toastmaster* products. 


AUTHORIZED TOASTMASTER SERVICE STATIONS 


FACTORY Miami, Fia. . Florida Appliance Service 

; 151 W. Flagler St. 
Elgin, tl. McGraw Electr . 

tgin, It Minneapolis, Minn. E. B. Kelly & Co 

FACTORY BRANCH SERVICE STATIONS 214 S. Seventh St 

999 W. Adams St New Orleans, La. Reliance Elec’| Works 

316. Third St 814 Carondelet St 

Philadelphia, Pa. Joseph T. Fewkes & Co 

137 N. Twelfth St 

Quick Service Electric Co 

Jenkins Arcade 

Co Portland, Ore. Bressie Electric Co 

silding 909 Southwest Fifth Ave. 

Baltimore, Md. Baltimore Electric Light Co Reading, Pa. Singer Crockery Co. 

W. Cold Spring Lane 419 Washington St. 

J. F. Zweiner Elec’| Co 

229 “B” St. 

Whittle Electric Co Seattle, Wash. Appliance Parts & Service Co. 

1711 Elm Se 214 Stewart St. 

Repair & Construction Co Spokane, Wash. Maxwell & Franks 

1!) Prospect Ave First Ave. at Wall St 

Radelfinger Bros. 

544 Natoma St. 

Kaemmerlen Electric Co 

2318 Locust St. 

Carl W. Dauber 

2320 18th St, N. W 


Chicago, Ill 
Los Angeles, Cal 
New York, Y 196 Lexington Ave 
Corner 32d 
Pp h, Pa. 
AUTHORIZED SERVICE STATIONS Wtsburgh, Pa 


Atlanta, Ga ,e0rgia Power 


be 


Farrington Electric Co 
18 Boylston St 


Boston, Mass. Sean Diego, Cal. 


Cincinnati, Ohio 
Cleveland, Ohio 


Dallas, Texas Douglass Beenie App. Co Sean Francisco, Cal... . . 
132 


3 W. Davis St 


Midwest Elec Wiring Co 
323 W. Colfax Ave 


Cooley-Van Howe Service Co. 
744 Michigan Theatre Bidg. 


TOASTMASTER A 


*"Toastmasten™ isa registered trademark of McGaaw Evecraic Company, Toastmaster Products Division, 
Elgin, Ill. Copyright 1944, McGraw Electric Co. 


Denver, Col. 


Detroit, Mich. Washington, D. C 





Some E. E. |. Personalities 


Sarah Harding Hunter of Cleveland has a talk with Julius Daniels of Boston Edison 
and A. C. Marquardt of Hunt & Marquardt. 


The Sunny South lines up when you see J. E. Averett of the Savannah Electric & 
Power Co., J. L. Davidson of Stone & Webster and Tom Fulford of Richmond's 


Virginia Electric gossiping. 


E. L. Kavanaugh of Detroit Edison and J. S. McMillen of Northern States Power 
Eau Claire, Wis., hear A. Craig McMicken of Portland General Electric Co., tell 
how people always catch cold when they leave Oregon. 





Washer Industries War 
Output Hits Peak 


Measured in dollars, the production 
of the washer and ironer industry 
plants are running at least double that 
of their domestic output in 1939, Twice 
as many wage earners are also em- 
ployed, according to William Shaw, 
publicity generalissimo for the asso- 
ciation. 
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“Production in 1939 as stated by th 
WPB,” said Mr. Shaw, “totalled $62 
million. Munitions shipped hit a nev 
high of $9 million in September 1943 
stayed at about that figure in the fina 
quarter of the year. There were 15,000 
workers in the business last October 

Women are coming into the pictur: 
too. In October 1939, 5 percent « 
the total employees were female; 6 
June 1942, 20 percent, and in January 
1944, 40 percent. 














© 1944 
Radiocratt-Magazine, 
New York 


THE BUSIEST:y¢yIN°2>” RADIO IN THE ARMY 


It’s here... there... everywhere, On the fighting fronts, in the training 
camps... wherever there is need to salk and listen the two-way Handie 
Talkie is busy, working ’round the clock. This amazing radiotelephone 
system is no larger than a cookie carton, weighs little more than five 
pounds and operates on batteries. It is a vital part of our military 
communications system. Motorola Radio Engineers saw the need for 
such a unit long before Pearl Harbor. They developed it and had it 
ready when Uncle Sam called. It’s a Motorola habit to be first! 


Motsrolta 


HANDIE-TALKIE 
1-WAY Radio 


After the war, you can look to Motorola for new pioneering 
that will make Motorola home and car radio better than ever 


GALVIN MFG. CORPORATION - CHICAGO 51 


F-M RADIO » AUTOMATIC PHONOGRAPHS « TELEVISION + F-M POLICE RADIO « RADAR + MILITARY RADIO COMMUNICATIONS 
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Post-War Plans 
Discussed at St. Paul 


The Second Electrical Industry War 
and Post-War Conference held at St 





Paul recently brought out the attend 
ance of over 600 men representing the 
electrical industry of the North Cen- 
tral area 

Coordinated through the North Cen 


ral Electri Industries, with head 


a 
quarters at Minneapolis, the meeting 
was sponsored and attended by Min 
nesota Electrical Association, Minne 
sota Electrical Council, Minnesota 
Municipal Utility Association, Minne 
sota Electric Cooperative, Minnesota 
Electrical Inspectors Minneapolis 


Electrical Appliance Dealers, North 
Central Electri Association, North 
Central Electrical Wholesalers, North 
Central Electrical Manufacturers Club, 
and the Twin City Section of the 


Illuminating Engin 


ng >ociety. 





Post-War Planning 










The different industry groups held 
their own concurrent meetings with 
general sessions devoted to such broad 
ubjects var merchandising, 
all industry post-war planning, and 
rural electrificati 


This North Central Electrical In- 


as po 


dustries group represents one of the 
most comprehensive of ll the local 
bringing together of representatives of 
the electrical industry from all phases 
of its activitie including utilities, 
municipal utilities, REA projects, dis 
tributors, contractors and retailers 

Interest in the programs was very 
great, at all meeting vere heavily 
attended 


How Boom's End Affects 
Columbus, Indiana 


Camp Atterbury is near Columbus 
Ind As it declines in military im- 
portance Columbu suffering an 
ending of the war boom which was 
thrown so suddenly into its lap 


If this town is an example, slacken- 
ing of demand will not affect electri- 
cal dealers, according to John Holmes 
of the Public Service Co. of Indiana. 
As the Columbus boom ends, beer 
joints and apartments seem to feel it 


most. Dealers’ stocks are generally 
down and withdrawal of the troops 
gives the retailers of the town a 
’ 


breathing spell. Few local firms have 
passed out of existence during the 
war, says Mr. Holmes. Electrical 
dealers there have been doing con- 
tracting on the side and have been 
neglecting appliance repairs. Slack- 
swinging them 





Consumption Up 
In Northern Illinois 


An average kilowatt hour used per 
farm customer of 2,228 for 1943 as 
compared with 2,017 for 1942, an in 
crease of 211 kw.hr. has been reported 
by Britton I. Budd, president of the 
Public Service of Northern Illinois. 

In 1911 Public Service of Northern 
Illinois served 127 farms. Today it is 
supplying electric service to 24,395 
farms and rural units across a 16 
county area in which over 85 percent 
of the farms now have electricity 
available 

During the year just closed 509 
new customers were added to the 
company’s rural lines and the total 
length of power lines was increased 
trom 6,164 miles to 6,212 


North Central Industries Conference 










































































































































(Top left) George Johnson of Minneapolis, on WPB panel for appliance service, repairs. (Top center) Conference good cheer: 
Claude Skeldon, business agent of Local 292, IBEW; H. E. Young, Northern States Power Co. and Charles Brett, business agent, 
Local 110, IBEW. (Top right) Dick Stevenson of the Minnesota Retail Hardware Association, talked post-war. (Lower left) A. E. 
Dunning of G-E Surply Co., St. Paul and W. G. Stuefer, president of the Minneapolis Electric Appliance Dealers Association. (Lower 


center) Harvey M. Keys, Northern States Power Co., makes a vigorous point. 


(Lower right) L. L. Perry, business development 


manager for Interstate Power Co., Dubuque, lowa and A. H. Jaeger, manager, utility division, Hotpoint. 





Future Appliance Problems 
Occupy RMEL Spring Meeting 


An appropriate theme song for electric appliance merchandisers would be 
“There’s A Great Day Coming,” according to crystallized opinion of Rocky 
Mountain Electrical League members who gathered in Denver, recently, for 
their Annual Spring Conference. Speakers on the program were in agreement 
that returning service men will participate in the selling job; that government 
surplus materials constitute a serious menace to planned conversion of the 
electrical industry to manufacture and distribution of civilian goods; that the 
Rocky Mountain Electrical League must supply leadership in providing a post- 


war program. 


Sees Appliance Resumption 

E. E. Brazier, district manager of 
General Electric Supply Corp., held 
out a hope, however faint, that there 
may be a release of traffic appliances— 
irons, waffle irons, toasters, etc.—for 
civilian consumption before the war’s 
end. He forecast that the first ma- 
terials to come off production lines, 
after the war, will be radio receiving 
sets, since manufacturers will be able 
to use the same machinery and per- 
mnel as is now being dedicated to 
war industry. He estimated that it 
will be nine rconths to one year before 
peak production can be attained on re- 
frigerators; home laundry equipment, 
six months to a year; vacuum cleaners 
within ninety to one hundred twenty 
days; lighting equipment probably 
within two months. Like other speak- 
ers, he called attention to the huge 
home-building program expected dur- 
ing the first decade of peace and the 
vital need for adequate wiring (with- 
out which no power consuming or ap- 
pliance selling program can be suc- 

( Cc Saker, new president of 
RMEL, presided by proxy at the 


separate meetings of Engineering, Ac- 
counting, and Sales and Promotion 
sections. Chairman L. W. Edwards, 
Mountain States Power Co., Casper, 





Wyo., W. J. Benning, Southern Colo- 
rado Power Co., and H. T. Rankin, 
Public Service Co. of Colorado, pro- 
vided the active leadership, respec- 
tively, for the Engineers, Account- 
ants and Salesmen. 


Other Subjects 


The subjects under discussion at the 
joint session indicate how closely al- 
lied are the interests of all branches 
of the industry: WPB orders and ma- 
terials; wages and hours; practical 
manpower economies; dealer cooper- 
ation; trend in rate policies, etc. 
Harold Lee, WPB regional engineer, 
paid high tribute to the electrical indus- 
try for its preparedness to respond to 
all war demands. R. B. Hubbard and 
F. F. McCammon, Public Service Com- 
pany of Colorado, dealt with wage- 
hour problems and manpower short- 
ages, bringing home the requirement 
for greater human ingenuity and harder 
work; Ray Jones, Ray Jones Wash- 
ing Machine Co., figuratively embraced 
the electric utilities as potential saviors 
of appliance dealers; C. L. Flower, 
Colorado’s Public Utility Commission 
engineers, predicted that downward 
electric rate trends will cease (due to 
increasing federal taxation) and urged 
more extensive invasion of rural areas 
by appliance salesmen; G. B. Buck, 





immediate past president of RMEL, 
insisted that each member of the indus- 
try must exercise his abilities as a 
public relations agent if private utilities 
are to emerge from post-war condi- 
tions intact. 


The Credit Situation 


Dick Isaacs, Westinghouse, “doubled 
in brass,” during the first days meet- 
ings, shifting from Sales and Promo- 
tion to Accounting for discussion of 
S. B. Schwab’s (Public Service Com- 
pany of Colorado) “Postwar Credits 
and Collections.” Mr. Schwab had 
expressed the belief that a shortage of 
consumer goods might tend toward in- 
flation; that purchases of new appli- 
ances might make the customer negli- 
gent toward his old obligations. Mr. 
Isaacs wasn’t bothered by any bugaboo 
of a lack of things to sell; and he 
wanted to sell them under good, old 
Regulation W, and no fooling with 
longtime credits. Whereupon Mr. 
Schwab wondered—out loud—whether 
war savings might not be exhausted 
about the time merchandise became 
plentiful, with the result that the mar- 
ket would be glutted. Mr. Isaacs still 
thought he could sell his, and a couple 
of other fellows, share of electrical 
merchandise on terms of one-third 
down with balance in ten months. In 
his own sphere (Salesmen) Isaacs 
recommended that dealers, salesmen 
and sales managers study the merits of 
standardization with a view to pro- 
viding merchandise suitable for sale on 
a national basis, eliminating the many 
styles that clutter up the market; this 
would be a boon all along the line, he 
insisted, to manufacturer, distributor, 
dealer and customer. 

T. M. (Ted) Foulk, appliance serv 
ice manager for Public Service Com 
pany of Colorado, attacked “The Bot 
tleneck of the Entire Industry” (in- 
adequate wiring). 





MAY, 1944—ELECTRICAL MERCHANDISING 








Clarion’s 6-Point 
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Whatever your post-war facilities or plans may be, 
the CLARION franchise has the necessary flexibil- 
ity to meet your conditions. Read the 6-Point Pro- 
gram and see the advantages CLARION will bring 









to you in your particular territory or locality. 










PLAN WITH CLARION 
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gp WARWICK MANUFACTURING CORPORATION , 
Appliance distributors and dealers are urged so -acepoeclacs ape sealtnaataeaial ot , ; 
: , Please send information and a copy of your Radio 

“ send for the CLARION Pre-View. A dis- : itdtien 
tributor franchise or a retail dealership ob- , , 
tained now will give you the advantage of a Name of Firm i 
‘ eel i 
quick get-away when the race for civilian , Por a : 
sales begins. i ! 
1 , 
' City State. . 

WARWICK MANUFACTURING CORPORATION I 
a wie se a ; TODAY IS NONE TOO SOON TOBE | 
CHICAGO 44 nunots © THINKING ABOUT YOUR POST-WAR PLANS 1 
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WAR 
Alarm Clocks 


(These clocks will bear no manufacturers 
trade-name) 


Models: War Alarm model No. 1. 


Features: Self-starting electric alarm 
clock ; ivory colored plastic case ; dial 
34 in. diameter metal with light 
ivory background and brown char- 
acters ; dark tan metal bezel; brown 
lacquered metal hands; 44 in. high, 
4-9.16 in. wide, 3 in. deep. 

Price: OPA maximum retail price, 





WPB Limitation Order L-275: Issued 
April 14: Definite routines and pro- 
cedures for the production and dis- 
tribution of new spring driven and 
electrically operated alarm clocks have 
° been established in Limitation Order 
or finer radios tomorrow L-273 issued by WB. 
Manufacturers will be assigned in- 
dividual quarterly quotas for produc- 
tion and delivery of alarm clocks. Pro- 
duction will be authorized so as to 
e avoid increased labor requirements in 
New management, new methods, new and en- labor shortage areas. Alarm clocks 
may not be made in plants where such 
- ° er eae s ee production would interfere with other 
larged production facilities—designed for volume > + a emaiises. 

5 ‘ - : Only alarm clocks with movements 
manufacture of quality electronic equipment— ht : and cases approved by WPB may be 
made. Approval of models will be 
that’s DETROLA today. All this new plant and based largely on economy of produc- 
. tion and minimum use of critical ma- 


versonnel y i ; Sage } jit terials. ory 
' a produc ng electronic devices To insure proper distribution, W PB 


wor 7 on . may require manufacturers authorized 
for VICTORY. That comes first. When Peace to Sone: alarm clocks to sell speci- 
fied quantities of clocks to non-produc- 
ing manufacturers who are in a posi- 
tion to facilitate distribution. No 
preference rating is required for the 
purchase of alarm clocks. 





hy) 


is won, the skills we have acquired in making 


quality war equipment will be turned to the 


production of the finest radios and other items 


| 


for civilian use. Help make the finer post-war : | Barlow & Seelig 


world an early reality by buying War Bonds and Officers Re-elected 


All officers of Barlow & Seelig Mfg. 
*MORE War Bonds. Co. were reelected following the an- 
nual stockholders’ meeting recently at 
the company offices at Ripon, Wis- 
consin. The officers are: R. C. 
Stuart, chairman of the board, H. A. 


Bumby, president and general man- 
ager, H. R. Scott, vice president, R. C. 
Labisky, assistant to the president, 
W. A. Royce, secretary-treasurer, J. B. 
Murray, assistant secretary. 

H. A. Bumby was also reelected 
president of the American Ironing Ma- 


DIVISION OF INTERNATIONAL DETROLA CORPORATION + BEARD AT CHATFIELD, DETROIT §, MICH. Bie Ss Bement, Binal = party 


owned subsidiary of- Barlow & Seelig. 

( P y 5 5 f " " F F " 7 4 \ 4 , Other officers are M. A. Toussaint, 

, vice president and general manager, 

P R E 2 | t E N T W. A. Royce, secretary, H. G. Carles, 

treasurer, R. C. Labisky, assistant sec- 
retary and treasurer. 
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Whet's his batting average? The record book will tell 
you if he’s a heavy hitter. And that goes for fuel oil 
heaters, too. When you pick ’em on the record, you'll find 
that Duo-Therm is the one to win with when we’ve won the 
war. It’s clouted out more hits and batted in more runs! 














2 Batting 1000 in product performance! That was Duo- 

Therm’s record before the game was called on account 
of war. More than half a million satisfied users will tell you 
that Duo-Therm promised and delivered more comfort and 
more heat from every drop of oil . . . thanks to its exclusive 
engineering developments and precision manufacturing 
methods. Yet product performance was only one of nine ways 
in which Duo-Therm knocked competition out of the box. 
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WRITE DUO-THERM 
AND MAKE A DATE TO 
TALK OVER POST WAR PLANS ; 


Duo-lherm 


DIVISION OF MOTOR WHEEL 
CORPORATION ao LANSING, MICH. 








America’s 
Largest Manufacturer of 
Fuel 0il Heating Appliances 


© 1944, Motor Wheel Corp, 
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OF THE P/NCOR POWER PLANT 











































OR CONSTRUCTION ADVANTAGES: 
on no lubrication required. . 


commutator, slip ring 


GENERAT 


nsi 
(a ) Armature Mounting On engine crankshaft exte 
G Makes accessible brush rigging, 


B Cover 
(8 ) Removable eo es 


j e ° 
Mounted in one position—no adjustment nec ssary 


() Brush Rigging 
©) Field Frame 


© Field Poles 


(F) Field Coils 


Welded steel tubing 
Laminated steel, removable. 


Heavily insulated, taped and impregnated. 


G D-C Brushholder 


Bracket Punched steel, cadmium plated. 
rac 


e winding; DC units, heavy single 


AC-DC units, doubl ae dated, ing * 


winding; all windings thorough! 
and baked 

Hard drawn copper bars, 
polished. 


() Armature 


@® Commutator : 


GQ) Collector Rings: 


mica insulated, machined and 


Extra-heavy copper, molded in bakelite. 


«) A-C Brushholder 
“ Bracket 


mounted on steel pin. 


For larget power 
Write for details. 


Die-cast, adjustable, 


struction applied to 300 to 1000 watts. 


ey ay ty with advanced design— 


plants to ISKVA capaci 


y dependable, economical source of power 


lers and camps, for the 
and small appliances. 


A lightweight, high! 
for the lighting of homes, boats, farms, trat 
public address systems, 


i future. Your post-war 

lanning now for the ' 
ae tedarees 4 with PINCOR gasoline-driven 
power plants. We invite your 


operation of radios, 


sales and profit can be increase 
power lawn mowers, pumps and 


inquiries—write today. 





















PIONEER 
GEN-E-MOTOR 


5841-47 W. DICKENS AVE. 
CHICAGO 39, ILLINOIS 
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ADMIRAL GETS ARMY-NAVY "E" AWARD—Here is Ross D. Siragusa, president of 
Admiral Corporation, and Arthur Ritter, representative of Admiral employees being 
handed the Army-Navy “E" flag given at the award March 15, in Chicago. Brig. Gen, 


Edgar L. Clewell presented the token. 








Bank Savings Plan Promotes 
Post-War Appliance Purchases 


A novel plan for stimulating the post-war sale of electrical appliances and 
other consumer goods was described by C. W. Green, public relations manager 
of the Franklin Square National Bank, Franklin Square, L. I, at a recent 
meeting of the post-war planning committee of the National Electrical Whole- 


salers Association. 


Briefly, the bank inaugurated what it called “Objective 


Savings Accounts,” similar to Christmas and Vacation Clubs, which provided 
for depositors opening a special account and saving on a regular schedule 
toward the post-war purchase of a specific appliance. 


The bank is located in a town of 
about 10,000 population and, in the first 
two months of operation, 702 “Objec- 
tive Savings Accounts’ were opened, 
each for a home, a car, or a major 
appliance. An analysis of these ac- 
counts showed that the items the de- 
positors were saving for, in the order 
of their popularity, ran as follows: 


1. Washing machines 
2. Automobiles 

3. Refrigerators 

4. Vacuum cleaners 
5. Radio—television 

6. Gas and electric ranges 

7. Small appliances—irons, toasters, 
lamps, etc. 


According to Mr. Green, the plan 
has possibilities of creating post-war 
employment for between 20-25,000,000 
men and women—both in direct and 
indirect labor on a work pile of orders 
approximating 20-25,000,000 units of 
electrical appliances, homes and auto- 
mobiles with a value of some $25,000,- 
000,000. Describing the plan in more 
detail, Mr. Green said: 

“A display of some of the items 
mentioned has been set up in the lobby 
of the bank which enables the pur- 
chaser to ‘shop’ this department and 
decide on the item for which they have 
the greatest need and arrangements are 
made for them to begin their payments 
in their Objective Savings or Purchase 
Club Account to the end that as soon 
as they are available there will be suff- 
cient money in the Account either for 
the down payment or the entire pur- 
chase price of the item. If financing of 
the balance is required—the customer 
can secure such finance from the bank 
—particularly after they have set up a 
very fine credit experience through 
their previous payments in their Ob- 
jective Savings Account. 

“The plan is set up on a club basis 
for a series of fifty weeks in which the 
saver can deposit as little as one dollar 
weekly or as much as they like toward 
the desired purchase. They retain con- 


MAY, 1944—ELECTRICAL MERCHANDISING 


trol of their Account and are free to 
purchase any brand or make of goods 
they select. 


Dealers Co-operating 
“Local dealers and distributors are 
co-operating in the program by solicit- 
ing their prospects to open a Purchase 
Club Account. These accounts are 
earmarked for the dealer whose efforts 
originated the post-war customers. In 
this way, they are building a good back 
log of orders for their various com- 
panies. 

“This plan enables the banks and 
local dealers in various types of con- 
sumer durable goods merchandise to 
get together now and make their plans 
for distribution of the various appli- 
ances and provides an index for the 
manufacturers as to the type of goods 
desired—the approximate price range 
—credit reference and other necessary 
information. The dealers, of course, 
are building up a back log of potential 
orders for themselves which will run 
into considerable volume.” .. . 

“The benefits of such a plan to in- 
dustry, banks, dealers and consumers 
are many. There are approximately 
15,000 banks in the United States and 
if each one of them through coopera- 
tion with their dealers and customers 
would open merely 1,500 Objective 
Savings or Purchase Club Aceounts in 
each bank—we would have a total of 
more than 22,000,000 units to be con- 
structed in major appliances, homes 
and automobiles. If the average ac- 
count has accumulated $300 by the 
time the green light comes on—the 
banks will have accumulated four and 
one-half billion dollars specifically for 
post-war employment and pay- 
rolls.” . . 

“Up to date—although there has 
been very little publicity given the plan 
—we have had inquiries from more 
than 500 banks throughout the country 
—manufacturers, Chambers of Com- 
merce, and other organizations coming 
from 32 states requesting permission 
to use the plan and asking more 
detailed questions concerning its oper- 
ation.” 
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BRIEFLY TOLD: 


A marine in the South 
Pacific writes—“I like your 
Victory Home. Tell D. 
Allen Wright I want him 
to plan a home for me after 
the war with Timken heat- 
ing equipment.” 


- 


A garden club cast a vote 
of thanks for Cameron 
Clark’s timely suggestion 
of a Garden-Hobby Room 
featured in the March TSA 
ad in Life magazine. 


+ 


More than 49,000 people 
sent in for the TSA .free 
booklet containing a des- 
cription of the Suburban 
Home. Requests are still 
coming in for data on this 
home which was featured 
in TSA’s last fall’s adver- 
tising. 
, 


Conclusive evidence that 
Timken advertising is be- 
ing read and acted upon 
favorably. 


Present plans, now under 
full steam at the factory, 
call for an even more com- 
plete line and greater flex- 
ibility of equipment in the 
postwar era than ever be- 
fore in TSA history. Look 
for a wide range of sizes 
and types of heating 
equipment for every heat- 
ing need in the home field. 
This will include many 
types of heating equipment 
for new small homes. 


+ 


Voluntary reports continue 
te come in to the factory 
complimenting us on the 
outstanding economy of 
Timken units under fuel 
rationing. This data will 
all be carefully compiled 
for use when peacetime 
manufacturing is resumed. 


* 


Send for a free copy of 
our new Recreation-Room 
Booklet. Contains designs 
by outstanding architects 
and shows how postwar 
homes will be heated with 
Timken equipment. 








Whether it be the competition at a 
Dog Show or in the field of business, 
class will always tell. 


In the oil heat industry, year after 
year, Timken Silent Automatic has 
been the ougstanding franchise. 

Because Timken has led in product 
performance, user satisfaction, volume 
of profitable sales, dealer profits, adver- 
tising and sales promotion, sales and 
service training and financial stability, 
the Timken franchise has meant more 
to dealers than any other franchise in 
the industry. 





Many dealers today are at the cross- 
roads of their business careers. They 
can continue with a line which does 
not possess the qualifications to be a 
leader; or, they can turn to Timken 
and be in a position to lead in their 
communities as Timken Silent Auto- 
matic leads nationally. 


Right now is the time to lay your 
foundation for future success. We're 
making plans now for the busy post- 
war years. Write in and see how our 
plans will benefit you. There is no 
obligation. 


TIMREN Silent Atalometlic 


Quality Home Appliances —for Comfort, Convenience and Economy 


Division of THE TIMKEN-DETROIT AXLE COMPANY, Detroit 32. Michigan 
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A half-century of 
“Know-How” 


stands behind Nineteen Hundred’s 


* Whirlpool Washers and Ironers 


* Special Engineered Brands 


Quality Construction...Smart Styling 


ERGINEERS - MANUFACTURERS . DISTRIBUTORS 


Lpapsi alles 
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MICHIGAN 
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NEW POSITIONS OF THE MONTH 





Crosley Corp. 


Appointment of Leonard C. Trues- 
dell as assistant commercial manager, 
manufacturing division, The Crosley 
Corp., has just been announced by 


J. H. Rasmussen, Crosley commercial 


manager. . 
Mr. Truesdell served successively 


as sales promotion manager and as 





L. C. TRUESDELL 


refrigerator sales manager for the 
Sterling Radio Corp. in Kansas City, 
Missouri and later operated his own 
retail appliance business through three 
stores in Kansas City. 

He joined the Frigidaire division of 
General Motors Corporation in 1933 
as sales manager in its Kansas City 
branch. Since 1939, until his present 
connection with Crosley, he had been 
in Frigidaire’s Dayton offices as man- 
ager of the major dealer development 
department. 


Sylvania Electric Products 


Charles H. Goddard, formerly vice 
president of the Pittsburgh Reflector 
Co., has joined Sylvania Electric 
Products Inc., as product manager, 
fluorescent fixture sales, it was an- 
nounced recently by Robert H. Bishop, 
general sales manager of Sylvania’s 
Lighting Division. 





CHARLES H. GODDARD 


A graduate of Ohio University, Mr. 
Goddard gained his first experience in 
the lighting field with the Columbus 
Railway Power and Light Co. In 
1931 he joined Pittsburgh Reflector. 
He was appointed general sales mans 
ager in 1940 and a year later returned 
to Pittsburgh as vice president and 
member of the board of directors. 

Mr. Goddard wil make his head- 
quarters at the Sylvania fixture plant 
at Ipswich, Mass. 
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Eureka Vacuum Cleaner Co. 


Thomas H. Wagner has been ap- | 
pointed assistant to the president of 
Eureka Vacuum Cleaner Co., it was 
announced recently by H. W. Burritt, 
president. 

Wagner joined Eureka in 1940 as 
sales statistician, and when the com- 
pany completed total conversion to 


THOMAS H. WAGNER 


war work early in 1942, he was trans 
ferred to the factory manager’s staf. 
to assist in budget preparation, pro 
cedure and control. 

In his new position Wagner will 
work on such assignments as postwar 
planning, war contract terminations, 
and special activities on current war 
work. 





Meissner Mfg. Co. 


Oden F. Jester has been appointed 
a vice president of the Meissner Mig 
Co., it was announced recently by G. V 
Rockey, executive vice president. At 
the same time, the company announced 
the opening of a sales office in the 
Palmolive Building, Chicago. 

Mr. Jester was associated with the 
old Columbia Phonograph Co., first 
in Baltimore, then in Philadelphia, and 
finally as head of the company’s branch 





ODEN F. JESTER 


in Detroit. In 1925, he was appointed 
assistant sales manager for the Stew- 
art-Warner Corp. radio division, of 
which he became sales manager 
1929. He remained there until 1‘ 
Shortly thereafter he became sa 
manager for the Utah Radio Product 
Co., Chicago, and was appointed vic 
president in charge of sales for tha 
company early last year. He resig! 
this position recently to accept 1! 
Meissner appointment. 
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Profit 7z0@ by Using Our 
FACTORY SERVICE PLANS 


for Fractional-horsepower Motors 


Under these plans, General Electric will exchange 
or repair any inoperative G-E fractional-horsepower 
motor—except extremely old or obsolete models— 
regardless of the type or make of appliance to which it 
is applied. These Factory Service Plans have already 
proved themselves in regular use. 


HOW THESE PLANS CAN HELP YOU 
They will get service business for 
ALM you. The fact that you can handle 
o- motor repairs promptly and satis- 
factorily will attract customers. 


>a’ | They will enable you to give 
(ee better motor service because you can 


. 
r 
=%e4%3 





rely on the G-E factory warranty. 


They will build customer confidence in your shop, 
because you will be able to handle the repair of 
practically any G-E fractional-hp motor, apd return 
it with a new-motor warranty. 


They will reduce your service expense, because all 
repairs on G-E fractional-hp motors will be made 
at the G-E factory. You will not have to increase your 
personnel to handle this work. 


WHAT THE THREE PLANS COVER 


1. THE EXCHANGE PLAN. Covers the most 
commonly used types of G-E fractional-hp motors. 
Makes possible immediate replacement, from G-E 
field stocks or from your own buffer stock. Replace- 
ment motors carry the G-E new-motor warranty, 
except for finish. 








2. SPECIAL REPAIR SERVICE 
PLAN. Provides for factory repair 
of semi-standard G-E motors not 
covered by THE EXCHANGE 
PLAN, at established prices. Enables 
you to make quick, accurate, on- 
the-spot estimates. Repaired motors 
carry the G-E new-motor warranty, 
except for finish. 


3. REGULAR REPAIR PLAN. Covers motors 
not included in either of the other two plans, except 
extremely old or obsolete models. Inspection is made 
at the factory, and a cost estimate is submitted before 
work is started. These motors also carry the G-E new- 
motor warranty, except for finish. This plan rounds 
out this G-E service, and enables you to handle re- 
pairs on practically any G-E fractional-hp motor. 


HOW TO GET STARTED 


Your distributor has, or can ob- 
tain, complete details on how to use 
these Factory Service Plans. In- 
formation on prices, exchange 
motors, stocks, and how to obtain 
repair service on the motors used 
on your line of appliances is avail- 
able. See your distributor, or write for Bulletin GEA- 
3989, which describes 
these plans in more de- 
tail. General Electric 
Company, Sec. F700-69, 
Schenectady, N. Y. 






Every week 192,000 G-E employees purchase more 
than a million dollars’ worth of War Bonds. 
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Cleaned air and 

controlled tempera- 

ture in this high-speed 

drier make it possible to 

dry Air Corps roll film in 30 
min., formerly requiring 3 hours. 


KitchenAid has gone 
10 WOE ic this high-speed roll 


film drier for the U. S. Army Air 
Corps. The powerful KitchenAid 
Motor (Model 3-A), complete with 
housing and transmission, was 
selected by the Air Corps to provide 
the driving mechanism for this im- 
portant battle unit. 

Many KitchenAid Food Mixers 





are also in the galleys of Allied ships 
and submarines all over the world. 

On front line duty in combat 
zones these machines are doing their 
part to defeat the enemy in the 
shortest possible time and promise 
an even better KitchenAid for 
American homes when final peace 
is won, 


Tomorrow= 


Two 


KiTCHEN AIDS 


1. MIXER 


Super-powered for 
28 different 
kitchen duties. 


2. COFFEE MILL 
For the freshness 
and flavor of 





The Hobart Manufacturing Co., KitchenAid Division © Troy, Ohio 
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Nash-Kelvinator Corp. 


Charles T. Lawson, general sales 
manager of the Kelvinator Division, 
has been appointed a vice president of 
the Nash-Kelvinator Corp., it was 
announced recently by George W. 
Mason, president. Lawson's broad- 
ened responsibilities, according to Ma- 





CHARLES T. LAWSON 


son, will better enable him to plan 
and execute a program of expansion 
for Kelvinator in the major appliance 
field. This is in keeping with the 
company’s recent announcement that 
Kelvinator expects to exceed a million 
units during the first years of peace- 
time production. 

Mr. Lawson has been with Kelvi- 
nator since 1939, only interrupting his 
sales activities for a period early in 
the war to participate in thte com- 
pany’s extensive war production pro- 
gram. 

Prior..to joining Kelvinator, Mr. 
Lawson, since 1932, had been an offi- 
cial of Frigidaire, becoming household 
sales manager in 1934. He was gen- 
eral .sales manager of The General 
Motors Radio Corp in Dayton, Ohio, 
for three years prior to 1932. 

During the last war Mr. Lawson 
served as a Captain in the Second 
Division, Marines, AEF. Following 
the war he was associated with West- 
inghouse until 1921, leaving to become 
general sales manager and later vice 
president of The Day Fan Electric 
Co., Dayton, Ohio. 


McCall's Magazine 


Otis L. Wiese, editor-in-chief of 
McCall’s Magazine, announces the ap- 
pointment of Miss Camille Davied as 
executive editor and Miss Ellen Hess 
as managing editor of this national 
woman's magazine. 





CAMILLE DAVIED 


Miss Davied has for the past 10 
years been homemaking editor of 
McCall's. Prior to her appointment 
to this post, Miss Davied was man- 
aging editor of World Review, editor 
of American Girl, managing editor of 





Vogue, editor of Charm Magazine and 
editor of Arts and Decoration. In 
private life, Miss Davied is the wife 
of Egmont Arens, the industrial de- 
signer. 

Miss Hess for the past 2 years has 
been director of the Washington Bu- 
reau of McCall's, having resigned as 
editor of Tide Magazine to join the 





ELLEN HESS 


McCall editorial staff. Before joining 
Tide as associate editor, Miss Hess 
had been with the Crowell Publishing 
Co. 


Railley Corp. 


C. Forest Bookman, Jr., has been 
appointed to the newly-created posi- 
tion of executive vice-president and 
general manager of the Railley Corp., 
according to a recent announcement by 
Reynold Goodman, president. 


Landers, Frary & Clark 


A vice president and two new direc- 
tors of Landers, Frary & Clark were 
elected at the recent annual meeting of 
the Board of Directors. 

Harold M. Parsons, sales manager 
of the Electric Range and Water 
Heater Division and a former vice- 
president of the company was elected 
to the executive position he formerly 
held. The new directors are William 
H. Judd, president of the New Britain 
National Bank, and Henry T. Burr, 
secretary of the manufacturing con- 
cern. 

Mr. Parsons became connected with 
the company in October 1925 after re- 
signing as manager of the Central 
Massachusetts Electric Co. He served 
as vice-president of Landers, Frary & 
Clark from 1927 to 1931, resigning to 
become vice-president and sales man- 
ager of the Walker-Pratt Mfg. Co., 





HARRY PARSONS 


makers of Crawford electric ranges 
and water heaters. Later he was con- 
nected with the Nash-Kelvinator Co. 
in the capacity of sales manager of the 
Electric Range Division. He returned 
to Landers, Frary & Clark in 1940 
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LREWAR... 





LOST-VWAR... 





FASTEST GROWTH ! 


Just before total conversion to war, 
the sales gains of Crosley Refrigera- 
tors were twice the industry average. 
Crosley Radio sales were up 68 per- 
cent in the highly competitive year 


EVEN HIGHER GOALS! 


Pre-war progress, stepped up by the 
faster pace of war, enabled Crosley to 
pack into 4 short years the accomplish- 
ment of 10 normal years. The war 
program necessitated the complete 
modernization of every Crosley plant. 
The engineering department has 


Here is the most dramatic exclusive 
feature in refrigeration— 


Zhe SHELVADOR 




















of 1941, and even that figure was sur- 
passed before civilian production 
stopped in 1942. In 1943, Crosley vol- 
ume showed a gain of 202 percent over 


the year 1942, 





grown from 40 to over 500. Ten times 
as many people are on inspection work 
to control quality. Total number of 
employees rose from a pre-war 1,800 
to a 1943 peak of 8,600. A seasoned 
management group is ready for a 
greater-than-ever post-war business. 





The virtual elimination of surface scratch, 
hissing and needle noise in Crosley Radio- 
Phonographs is made possible by the exclusive 
patented— 


FLOATING JEWEL 


The up-sweep of Crosley Radio and Radio- 
Phonograph sales just before conversion was 
aided by this Crosley invention. Average 
prices of Crosley Radio registered tremen- 
dous gains. New sets will be even finer when 
civilian production is resumed. 





od THE CROSLEY CORPORATION «¢ CINCINNATI, OHIO 
Peacetime Manufacturers of Radios, Refrigerators, Household Appliances, and the Crosley Car. Home of WLW, “the Nation’s Station” 
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For excellence in 
war production 


COMMERCIAL AND 
INDUSTRIAL STOKERS 


65 to 1200 Ibs. per hour ca- 
pacity. Get details on this 


complete line. 





Open-Hopper 
Industrial Model 





Closed-Hopper 
Commercial Model 


RESIDENTIAL STOKERS 


A full line, with special fea- 
tures, for anthracite or bitumi- 
nous, bin or hopper feeds. will 
be available when we are again 
permitted to manufacture this 
class of stoker. 























“Challenger” 
Hopper Model. 
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Link-Belt Stokers are now available to users 
of 25 tons of coal or more a year. 

There’s a big immediate market among in- 
dustrial and commercial users, for Link-Belt’s 
dependable stokers. Link-Belt Company is 
known for advanced engineering, sound con- 
struction. You can sell Link-Belt Stokers now! 


Sell More Tomorrow 


—to home owners and other small users. 


Get set now! 


homes do not have stokers. 
post-war plan for sound, profitable sales. 


Get the Facts on Link-Belt’s profit-building 
stoker sales plan. Link-Belt franchises are 
valuable. Your territory may be open. Don’t 
delay—WRITE TODAY. 


LINK-BELT COMPANY 
Mfg. Plant and Sales Headquarters 
2410 West 18th St., Chicago 8, Illinois 


LINK{@}BELT 


AUTOMATIC COAL STOKERS 





As soon as restrictions are re- 
moved on domestic stokers, you can add this 
second great market. Ten million coal-heated 
Here is your 


Edwin L. Wiegand Co, 


Edward H. Hanat has joined the 
production engineering staff of Edwin 
L. Wiegand Co., manufacturers of 


Chromalox electric heating units, it 
was announced recently by Ernest N. 
president. 


Calhoun, 


EDWARD H. HANAT 


Mr. Hanat is well known in the 
electric range field, having spent the 
past 10 years in production engineering 
of electric ranges and electric range 
units. He comes to the Edwin L. Wie- 
gand Co. from Stewart-Warner Corp. 
where he recently held a similar posi- 
tion in their appliance division. 


American Central Mfg. Corp. 


The appointment of Ralph Wood- 
head as West Coast divisional man- 
ager for the American Central Mfg. 
Corp., Connersville, Ind., is announced 
by N. C. Ferreri, vice-president in 
charge of sales. 

Woodhead, whose headquarters will 
be in Los Angeles, will direct sales 
in California, Washington, Oregon, 
Montana, Idaho, Nevada, Utah, Ari- 
zona, New Mexico, and part of west- 
ern Texas. 

Woodhead came to American Cen- 
tral late in 1942, where he has been 
chiefly concerned with the company’s 
war production. 


Electromaster, Inc. 


Gerald Hulett, vice-president of 
Electromaster, Inc., announces the ap- 
pointment of Pierre L. Miles Co. of 
Chicago as Mid-West sales representa- 
tive for Electromaster domestic ranges 





PIERRE C. MILES 


and water heaters. The territory will 
include Chicago and Northern Illinois, 
Indiana, Wisconsin, and Minnesota. 

Mr. Miles brings to Electromaster 
a wealth of experience gained from a 
lifetime connection with the electrical 
appliance industry. He was with Hot- 
point for 22 years and, more recently, 
was sales manager for Nash-Kelvi- 
nator. 
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General Electric Co. 


Robert S. Peare, manager of the 
publicity divisions and broadcasting of 
the General Electric Co. since 1940, 
and chairman of the company’s general 
advertising committee, has been elected 
a vice-president, according to an an- 





ROBERT S. PEARE 


nouncement by Gerard Swope. 

Mr. Peare is also president of the 
Maqua Co. in Schenectady, an affiliated 
printing and engraving organization. 

In his new capacity, Mr. Peare will 
continue in charge of all advertising, 
broadcasting, and public relations for 
General Electric. 


Minneapolis-Honeywell 


D. J. Peterson, it recently was an- 
nounced by the Minneapolis-Honey- 
well Regulator Co., has been placed in 
charge of the heating control division 
of the entire Cleveland zone, an area 
including territories covered by Cleve- 
land, Detroit, Buffalo, Cincinnati and 
Pittsburgh. Kentner L. Wilson be- 
comes branch manager of the Detroit 
office, filling the position formerly held 
by Mr. Peterson. 


Hoffman Radio Corp. 


Lewis E. Scott, formerly superin- 
tendent of the Resident School of 
American Television and more re- 
cently industrial engineer with Con- 
solidated Aircraft and Douglas Air- 
craft, has joined the staff of Hoffman 
Radio Corp. of Los Angeles, in the 
capacity of methods engineer. Mr. 
Scott’s experience in the installation 
of controls and methods brings him 
to Hoffman Radio Corp. with a valua- 






LEWIS E. SCOTT 


ble background in the industrial en- 
gineering field. 


Zenith Radio Corp. 


Roy Hert, formerly a member of 
the mail order staff of Sears Roebuck 
in Chicago, has joined Zenith Radio 
Corp. to handle sales promotion of 
the hearing aid. 
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ELEC: 


a. there was a skunk who thunk 
That skunks were all that ever stunk. 
He found that this was just the bunk 
When he ran into this fine punk. 


CHORUS (with feeling) 


O:. Casco is a splendid firm But Casco can’t help you just now 
With merchandise galore. ’Cause Casco’s gone to war. 


Casco can’t help you with the convenient, comfortable Electric Heating Pad that had 
a unique thermostatic control enabling it to be fixed at any one of 30 desired heats. 
Casco’s making fuses for chemical mortar bombs. Casco can’t help you with the handy, 
dandy Electri-Craft Power Tool Kit whose attachments could be used for sanding, 
jigging, drilling, sawing, carving and what not. Casco’s making bullet components. 


2nd CHORUS (with even more feeling) 


But Casco will be back again Expect to see us in all stores 
With everything that’s swell. When Tojo’s gone to Hell. 


After the Wal ...fer new and unusual 


electrical equipment 


watch. CAS ¢ af 


CASCO,. PRODUCTS CORPORATION *+ BRIDGEPORT. CONN. 
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after the war. 
the Attack” with War Bonds. 


PROCTOR 


If you sold PROCTOR 
NEVER-LIFT SPEED IRONS 








oe your sales talk AOE WEWS 


with these PROCTOR “‘firsts“’: 
@ (1929) First Fabric Dial 

@ (1934) First Pressure-Sealed element 

© (1939) First Speed Selector 

4) (1939) First and only Never-Lift feature! 


TOMORROW: oe 


...-You’ll make news again with the still 
finer Never-Lift iron coming from Proctor 






Meanwhile let’s all “Back 


NEWSMAKER IN APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY—DIVISION, PROCTOR & SCHWARTZ, INC. 


PHILADELPHIA 40, PENNSYLVANIA. 








HARRY F. BELL 





Servel, Inc. 


At Servel’s recent bi-monthly con- 
ference of Regional Managers and 
sales personnel announcements were 
made of plans to expand production of 
condensing units by the Electric Re- 
frigeration Division, and of promotions 
among sales personnel of that division. 

Sales activities of all divisions of 
the company are under direction of 
Geo. S. Jones, Jr., vice president in 
charge of sales. At the meeting Mr. 
Jones announced that the management 
of sales in the Electric Refrigeration 
Division has been placed in the hands 
of three men, W. J. Aulsebrook, Harry 
F. Bell, and Carl L. Olin, all of 
whom have been associated with this 
work for a number of years. 

W. J. Aulsebrook, who has been 
assistant sales manager of the com- 
pany’s Electric Refrigeration Division 
for several years, will have charge of 
the home office, contracts, sales pro- 
motion, and general internal activities. 

Harry Bell, who has just been pro- 
moted from Eastern district manager 
to assistant sales manager, came to 
Servel in 1936, after several years 
with the company’s Boston distributor. 
He has been given the responsibility 
for supervising the activities of field 
sales personnel. 

Carl Olin, who has also been pro- 
moted to assistant sales manager, has 
for some time been manager of West- 
ern national accounts. 


Admiral Corp. 


Sidney H. Rogovin, formerly as- 
sistant to the vice president in charge 
of the Electrical Division of Stewart- 
Warner Corp., is now associated with 
Admiral Corp. as Eastern regional 
manager. 

In making this announcement, J. H. 
Clippinger, vice president in charge 
of sales, said Mr. Rogovin brings to 
\dmiral a complete knowledge of 
Stewart-Warner merchandising and 


W. J. AULSEBROOK 





CARL OLIN 





Head Servel Refrigeration Division Sales 








distribution which is now being incor- 
porated into the company. 

Rogovin joined Stewart-Warner in 
1932 as Southeastern regional man- 
ager. Later he became assistant to the 
vice president. From 1928 to 1932, he 
owned and operated a radio and ap- 
pliance distributing company in north- 
ern New Jersey. 


Graver to Midwest 


Richard A. Graver, sales and mer- 
chandising executive, has been ap- 
pointed, Midwest regional manager for 
the sale of Admiral radios and home 
appliances ; it was announced by J. H. 
Clippinger, vice president in charge of 
sales. 

Mr. Graver recently resigned as 
Central Region merchandise manager 
of the RCA Victor Division of the 
Radio Corp. of America. He had been 
associated with this company since 
1930 in various merchandising and 
sales executive positions. 

Louis M. Park, formerly supervisor 
of radio and home appliance Sales Sta- 
tistical, and Order Department of 
Stewart-Warner, has become associ- 
ated with Admiral Corp. as executive 
assistant, Sales Department. 

Mr. Park will devote his time tw 
working on sales development in co- 
operation with regional managers who 
ale now setting up national distribu- 
tion of Admiral radios and major ap- 
pliances. When peacetime production 
resumes, Mr. Park will head the 
Sales Statistical, and Order Depart- 
ment. 


General Electric Radio 


Louis Peine has been appointed dis- 
trict representative for products of the 
General Electric Company’s Specialty 
Division, Electronics Department, with 
headquarters at 840 South Canal 
Street, Chicago, according to an an- 
nouncement by A.. A. Brandt, general 
sales manager of the department. 


New Admiral Corp. Appointees 








S. H. ROGOVIN 


MAY, 








LOUIS M. PARK 


R. A. GRAVER 
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SING 


UNIVERSAL MOTOR COMPENSATED 
V4 HP. 3400 R. P.M. TYPE AD 








When concentrated power must be built into 
a machine, the ordinary problems of motor 
application are multiplied. 

Westinghouse Types AD and ADS Universal 
Motor parts are built to satisfy this condition, 
for every conceivable application. They are 
universal, not only in the sense of operating on 
either a-c or d-c, but “universal” in that they are 
universally adaptable to any space limitation 
confronting the machinery manufacturer. 

These Westinghouse motors are also available 
as completely assembled special frame units, 
built to your specifications. 


PICK THESE MOTORS 


e Where a-c—d-c operation TYPES AD AND ADS UNIVERSAL 


is desired MOTORS 


e Where motor parts must be 
integral with the machihe 


e Where power must be con- CYCLES—O (d-c) te 60 (a-c) 
centrated in small space 


e Where high torques and 


UNIVERSAL—a-c or dc 


HORSEPOWER—1/150 to 1 


high speeds are desireable SPEEDS—3000 te 12000 rpm 
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60 


° 2 4 r) 8 0 i“ «6% 6 nwmnn 
TORQUE IN OUNCE FEET 


A wide variety of ratings in sizes from 1/150 
to 1 hp assures dependable power to fill any 
motor need. 


ASK FOR APPLICATION HELP 


Small motors have gone to war—some on wartime 
applications of peacetime products—many others on 
specialized war applications. For condensed informa- 
tion on Westinghouse Small Motors, the Westinghouse 
Small Motor Selector (Form B-3075-A) summarizes 
the data presented in these “Torque Talks”. Write 
today for your copy of this helpful four-page aid to 
proper motor selection. Westinghouse Electric & 
Manufacturing Co., Dept. 7-N, East Pittsburgh, Pa. 


j-03207 





Westinghouse 


PLANTS IN 25 CITIES... OFFICES EVERYWHERE 
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ODAY 


Philco war research is creating new 







knowledge and skill for the finer 






Philco products of tomorrow ... in 







radio, phonographs, television, 


refrigeration and air conditioning. 


ma 


In 








wit 





He 

I 

OMORKOW i: 

An 

off 

Philco leadership in engineering, oo 

Div 

I 

merchandising and promotion will nen 
bring new joys to the homes of 

CG. 

America...and new opportunities for i 

Mic 

Ele 


profit to Philco dealers everywhere! oo 





‘Tune in the RADIO HALL OF FAME, Sundays, 6 to 7 P. M., EWT, Blue Net- 
_ work. A Weekly Radio Review of Top Hits from all fields of entertainment. 











- 
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Westinghouse Lamp Division i 
Appointment of {Russell E. “Eber- , . a ' ,) 


le as lamp sales. manager of the | ss a ‘ . » 
Westitghouse Lamp.Divjsion, was an-_ | ; : F 
nounced recently by Raiph C. Stuart, | a : ; 
manager. In his new position, Mr. | 
Ebersole will have ‘charge of all dis- | 
trict sales activities of the Lamp Div. : tat, a : 
indj will make his+headquarters at ‘ ’ ZZ p Liste 
the ‘Bloomfield, N. J. plant. 27 ZA Zz 


\\ 
\\\ 
\ 





; { PA 
i j - EA 
fj tt 


. ee 





oe Be 











R. E. EBERSOLE 























Mr. Ebersole came to Westinghouse 
in 1922 as a lamp salesman in the 
New York District. In 1932, he be- 
came manager of metropolitan New 
York sales, later serving as assistant 
manager of the Northeastern District. F OR 
In July 1942, he was appointed man- 
ager of.the Middle Western District, 


sealvesampimiacdoven combination Washer and Child’s Bath 


Heads Los Angeles Office 








Richard B. Borland, for the past 14 
years an application engineer for the 
Westinghouse Lamp Division at Los 
Angeles, Calif., has been named man- 
ager of the division’s Los Angeles 
office. Announcement of the appoint- 


This new, modern Horton convenience “‘is oper- 


ated with the greatest ease and perfection”, and, 





“is also equally valuable as a bath tub for 


























ment was received from Walter H. | children”. So we are told in an early Horton ad- 
Thompson of San Francisco, Pacific | l] 
$ c7e mM 1| } . . 
ae manager for the Lamp | > |i vertisement that was presented to an astonished 
In his new post, Mr. Borland will | . . ° . 
have charge of all activities of his or- America in the mid-seventies. 
ganization in the Southern California i 
area , 
~ The washing “action” seems quite primitive 
7 . 


G-E Lamp Department today—but it then represented one of the pioneer 


Everett G. Agee, who for the past | developments in home laundry equipment. 
15 years has served as a salesman for | 


Midwest Sales District of General 
Electric’s lamp department, has been 
promoted to the post of manager of 








Now, as then, Horton is still pioneering—and 
will resume its leadership with equally sensational 
(in their day) new washers and ironers soon 
after the return of peace. It is time, now, to 
investigate the profit advantages of the Horton 


franchise. 





EVERETT G. AGEE 





that District with headquarters at 
Kansas City. 

Agee thus fills the vacancy of that 
Position occasioned by the sudden 
death on March 28 of the District’s 


Ce es Se MANUFACTURERS OF AMERICA’S FIRST AND FINEST WASHERS FOR 73 YEARS - FORT WAYNE, INDIANA 


Frederick . Viot. 
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When peace comes... 


it will be Grand 


There are great things afoot at Grand. 
In the Navy rumors are called ‘‘scuttle- 
butt’. . . in the Air Forces ‘‘prop-wash” 
. . . but the news about Grand is more 
than rumor ... it’s a happy fact. A new 
national advertising campaign is in the 
making . . . a sound program of national 
consumer advertising worthy of the 
quality of the range itself . . . to spread 
the news about the new Grand features 
to your customers. In the meantime, 
the Grand Ranges in use today go 
on doing a silent selling job to help 


you sell still more Grands tomorrow. 


GAS RANGES 


GRAND HOME APPLIANCE COMPANY «© CLEVELAND, OHIO 











e. 
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AND NOW WHAT?—As a result of the government's insistent salvage requests, many 
miles of copper wire, hundreds of pounds of aluminum, and thousands of “shot” radio 
tubes now clutter the shelves of dealers, even in small communities, according to E. E. 
Carlisle, service manager for J.-H. Kelly Co., Red Bank, N. J. He now wonders if it ever 
will be collected. 














WPB Advises On 





Obtaining Service Parts 


Repair services for many domestic appliances are being greatly handicapped, 
the War Production Board said today, because many electrical and mechanical 
repair shops are not taking advantage of a WPB regulation designed especially 
to aid them in more readily obtaining parts and materials for their operations. 
These items of civilian equipment include refrigerators, washing machines and 
other electrical appliances, as well as radios, watches and clocks, bicycles, lawn- 
mowers, sewing machines, stoves, automatic heating plants and plumbing. 


Controlled Materials Plan Regula- 
tion No. 9-A provides that these shops 
may purchase in each calendar quarter 
up to twenty tons of carbon and alloy 
steel, 500 pounds of copper base alloy 
and brass mill and foundry products, 
and 200 pounds of aluminum in speci- 
fied forms and shapes. In addition, 
electrical contractors, electricians, and 
repairmen of electrical appliances, ra- 
dios and household refrigerators may 
purchase in a calendar quarter up to 
$150 of copper wire, or one eighth of 
what they used in making repairs dur- 
ing 1941. Under this regulation, a re- 
pairman may also buy as much other 
material and repair parts as he needs 
for his maintenance and repair work. 

To buy these materials and parts a 
repairman need merely certify on his 
purchase order, in the form specified 
in the regulation, that he is applying 
the allotment symbol of V-3 and the 
preference rating of AA-3 which has 
been assigned by CMP Regulation 
9-A. This eliminates the necessity of 
the repairman filing WPB-541 (for- 
merly PD-1A) or CMP 4B applica- 
tions and waiting for ratings or sym- 
bols to be assigned to him. 

The material may not only be used 
for maintenance and repair work, but 
also for reconditioning and rebuilding 
a damaged or used item for resale; 
however, in such reconditioning or re- 
building, the item may not be improved 
from its original design. For example, 
a non-automatic iron may not be made 
automatic, and a treadle-operated sew- 
ing machine may not be converted to 
motor operation. Up to $25 worth of 
material may also be used to install any 
unit of cooking, plumbing, heating, or 
used air-conditioning or refrigeration 
equipment. 


Service Men Not Familiar 


Although CMP Regulation 9-A was 
originally issued last November, letters 
from repairmen and a cross-country 
check of many repair shops has indi- 
cated that many repairmen are not 
familiar with the simplified form of ob- 
taining parts and materials, WPB 
said. While some 100,000 repair shops 
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are scattered throughout the country, 
no record of all repair shops and their 
locations is available, WPB said. It 
is, therefore, impossible for WPB to 
contact each shop individually to in- 
form them of the existence of the 
regulation, the agency explained. 
WPB is particularly concerned about 
keeping present appliances and equip- 
ment in operation since war needs make 
it necessary to curtail production of 
new products not urgently essential to 


the war effort. 

Copies of CMP Regulation 9-A 
may be obtained from any of the 112 
War Production Board field offices, 
or from the Electrical and Mechanical 
Repair Section, Service Trades Divi- 
sion, Office of Civilian Requirements, 
WPB, Washington 25, D. C. 


General Electric Profit 
For Quarter $10,384,405 


General Electric Co.s profit available 
for dividends for the first three months 
this year amounted to $10,384,405, com- 
pared with $10,442,576 for the same 
period last year, or 36 cents a share 
of common stock in each period, 
President Gerard Swope announced re- 
cently at the annual meeting of the 
company’s stockholders. These amounts 
were aiter provision of $61,000,000 and 
$66,000,000, respectively, for federal 
taxes on income and for post-war 
adjustments and contingencies, a de- 
crease of 8 percent. 

Net sales billed (representing ship- 
ments) during the first quarter of this 
year amounted to $354,624,206 com- 
pared with $277,872,103 for the same 
period a year ago, an increase of 28 
percent. 

A dividend of 35 cents a share will 
be paid on April 25 to 230,910 stock- 
holders for the first quarter of 1944, 
the same amount as was paid for the 
first quarter of 1943. 
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Wt. Gealer: 
DONT MUSES TIS COLDEN 
OPPORTUNITY 


BUSINESS BUILDING 
PLAN 


This is the patriotic, easy-to-use plan that 





sells your customers on Certified Performance i : 
Gas Ranges for postwar delivery. Tie-in GAS RANGES BEARING THE CP SEAL 
\ ; , ARE MANUFACTURED BY 
NOW if you want to build volume in CP : ere ‘ 
A-B Stoves, Inc. O’Keefe & Merritt Co. 
Gas Ranges after the war. American Stove Co. Roberts & Mander Stove Co. 
, F Caloric Gas Stove Works Geo. D. Roper Corp. 
Gas Ranges bearing the CP Seal meet the Cribben & Sexton Co. Standard Gas Equipm’t Corp. 
; . Detroit-Michigan StoveCo. The Tappan Stove Co. 
highest standards of home economists and The Estate Stove Co. Western Stove Co., Inc. 
engineers of the entire gas industry. That's Glenwood Range Co. 2 
; James Graham Mfg. Co. Clare Bros. & Co., Ltd. 
why the CP Seal is the American woman's Grand Home Appliance Co. Gurney Foundry Co., Ltd. 
Hardwick Stove Co. Moffats, Ltd. 


buying guide — the symbol your customers 
ying & ) ) For a complete kit and full details on how to build profitable 

Gas Range business, mail the coupon below. 

r ee ee SS SS ew 


Assn. Gas Appliance and Equipment Manufacturers 
60 East 42 St., New York 17, N. Y. 


will look for in your showroom after the war. 


Please send a complete CP Business Building Kit to: | 


| Nanie | 


Firm 


| Street i 


Ente 
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finger touch. 


Seal them so that it takes more than 
tyrant’s steel to blast them open. 


coming back... 


war products . 
the right kind of rubber in the specific 


Just a few years ago, it was mighty important to make 
a gasket that would go around a corner without a wrinkle. 
A gasket that would seal an ice-box at a housewife’s 


Some day it’s going to be important again. Right now it's 
vitally important to seal bomber doors and tank hatches. 


the iron touch of 


Johnson makes both kinds. Right now the only kinds that 
are being made are off to war and the skills that made 
Johnson first to produce a gasket that would “go around a 
corner’ without a wrinkle are doing yeoman’'s service today. 


There will come a day, though, when we all have to think 
about transferring the boys’ names from the honor roll 
to the pay roll, and getting back to our regular job of 
supplying a peacetime market. To meet that great day 
with a minimum of time waste is important to the boys 
and important to you. 


Lay your plans now. Let us help you. Johnson engineers 
and designers can help you solve problems in your post 
. . and come up with the right answers in 













part you need... and this precision 
in rubber perfected in wartime will 
serve you well in peacetime. 


We will be ready to supply you when the time 


comes ... but the time to think about it and 





plan ahead is now ... not then. 


Make Rubber Stocks 


STRETCH 


They are a war- 
time weapon! 















The 


Middlefield, Ohio 























OHNSON RUBBER COMPANY 


MOLDED & EXTRUDED RUBBER PARTS FOR INDUSTRY'S VITAL ASSEMBLIES 


Indispensable in War— Essential in Peace 


Since 1896 
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DIAPER LAUNDRY—Hundreds of diapers are laundered every day by the Westing- 





house Home Economics Institute at: Mansfield, O., but war production and not 
babies benefit from the work. These diapers are used by women workers at the 
plant to clean.glass lenses used in Army binoculars and tank telescopes. By means 
of the Laundromat, the Institute is able to remove all traces of abrasives, oil and 


dirt that might scratch or smudge a iens. 





HAVE YOU HEARD... 


Post-WAR DESIGNS of the American 
Central Mfg. Co.’s steel sinks and 
kitchen cabinets will come from the 
drawing board of Raymond Loewy, 
well-known industrial designer, accord- 
ing to Saunders P. Jones, president of 
the Indiana concern. The company 
now makes jeep bodies, bomber wing 
sections and exhaust collector rings 
for aircraft engines. 





Wittram Davip COooLipce, vice- 
president and director of research of 
General Electric has been named one 
of the joint winners of the Franklin 
Medal, it has been announced by the 


- Franklin Institute, Philadelphia. The 


medal is given in recognition of out- 
standing scientific achievements. 


IN ADDITION TO THEIR SUNDAY. AF- 
TERNOON radio program featuring John 
Charles Thomas, Westinghouse have 
announced a new program called “Top 
of the Evening” and featuring the 
King’s Men, the Ken Darby Chorus, 
the piano duo of Ted Saidenburg and 
Edward Rebner, and Sally Sweetland, 
a new singing star. The new radio 
show will be heard on Monday, Wed- 
nesday and Friday at 10:15 p. m, 
EWT, over the Blue Network. 


Oscar WILLarp Ray, vice-president 
of Times Appliance Co., New York 
City, has been re-elected president of 
the Photographic Manufacturers and 
Distributors Association, Inc. 


A NEW PARTNER in the Norman Bel 
Geddes & Co., industrial designers, is 
Major Nathaniel B. Wales, described 
as the inventor of the Kelvinator re- 
frigerator and the Bendix washing ma- 


chine. He will serve as_ technical: 


director of the company. 


MarsHALL Fretp III of publishing 
and merchandising fame, has purchased 
radio station WJJD in Chicago. 


Frank H. Cray, former president 
of the company by the same name, is 
dead in Kalamazoo, at the age of 79. 
His firm has been inactive since the 
war started 
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Unitep Vaccum & Appliance Co., 
who has been operating for over 15 
years in Minneapolis, has opened a 
branch recently in Houston, Texas. 
D. A. Starr, the owner, decided to 
live in Houston because of the rapid 
growth of the community and the fact 
that the firm has many customers in 
Texas, 


PitrspuRGH’s APPLIANCE “Swap” 
CAMPAIGN resulted in 10,335 items 
being reclaimed for resale in a nine- 
month period, with a resale value 
estimated at $143,000. Figures were 
based on reports from 160 dealers 
cooperating in the drive. 


THe Etecrricat LEAGUE oF 
Youncstown, Outo celebrated its 20th 
anniversary recently with a banquet 
and Old-Timer’s pow-wow, according 
to E. J. Beil, manager. Present 
among 179 who attended were E. C. 
Carlson, president of the league and 
president of Carlson Electric; I. E. 
Christman, G-E Lamp Division man- 
ager; Rufus Moses, Pennsylvania 
Power Co. district manager; Sam 
Stites, Ohio Power Co. division 
manager; G. P. McFarlan, manager 
of the Youngstown branch of the 
Moock Electric and Mr. Beil, who 
outlined the 20 year activities of the 
association. 


WestinGuHouse Ercrric & Mre, Co. 
has been presented the National Se- 
curity award by the Office of Civilian 
Defense. Less than 20 plants in the 
entire country have won the award, 
according to Major Van R. H. Stern- 
bergh. 


Etectric Vacuum CLeaNner Co., 
Cleveland, O., makers of Premier 
cleaners, has been awarded a white 
star to add to the Army-Navy “E” 
flag which flies over the plant. 


Jewett Rerricerator Co., INc., 
Buffalo, N. Y., manufacturers of the 
Jewett “Arctic Trunk” home freezer, 
has published the first issue of a new 
“Home Freezing News” which con- 
tains a lot of information on this 
new and fast-growing business. 
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At a glance, Pop might seem a first-class 
prospect for a new water heater. 


He is a prospect, of course. But what of 
the people who buy new water heaters for 
reasons other than physical failure of old 
equipment ? 


Few homes have enough hot water or 
water that is hot enough for washing dishes 
and clothes... for household cleaning... 
for cooking, shaving and bathing. 


Unlike Pop, the people who 
own these homes may have 
tanks that are serviceable... 
but they will buy new electric 
water heaters with Monel 


tae te 5 si SLL OLE A ME BE 


rami es . gel POE: 


Tanks just the same ... because they want 
more hot water... and cleaner hot water 
... without dirt, trouble or stair climbing. 


Twenty-four hours a day, every day... 
automatically, economically, safely ... elec- 
tric water heaters with strong, rustproof 
Monel Tanks provide those advantages. 


When you're looking for ammunition for 
your future sales, remember—in addition to 
Pop—the thousands of home-owners who 
will buy electric water heaters with Monel 
Tanks simply for the satisfaction, conve- 
nience and pleasure that goes with having 
steaming, crystal clear hot water always 
on tan. 
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MONEL 


THE INTERNATIONAL NICKEL COMPANY, INC., 
67 Wall St., New York 5,N.Y. 
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Household kitchen control problems will 
be almost as simple as a twist of the wrist 
—when post-war kitchen equipment is 
released. Adequate, proper cabinet space, 
providing three control locations will be 
assured. Storage equipment will elimi- 
nate unnecessary steps . . . pots and pans 
will be at your fingertips . . . the snowy 
white cabinet sink will be quickly acces- 
sible from both storage and cooking 
centers. Remember that control mark— 
A-C. American Central products will 


be yours just as soon as victory is ours. 


AMERICAN 
CENTRAL 


MANUFACTURING CORPORATION 
CONNERSVILLEetINDIANA 


MANUFACTURERS TO INDUSTRY AND THE AMERICAN HOME 
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APEX HISTORICAL DISPLAY—This unusual display represents the latest effort of 
the Apex Electrical Mfg. Co. of Cleveland, to keep its household appliances pre- 
dominant in the public eye until they are again available. Centerpiece is a giant 
aluminum globe measuring 4'/2 feet in diameter, similar to ones used by military 
and naval leaders. To the left of the globe in the display is the first Apex washing 
machine, made in 1919 when doughboys were returning from World War |. On the 
opposite side of the globe, the last Apex washer built in World War II is flanked 
by a manikin dressed in the camouflaged uniform worn by troops in present-day 


jungle fighting. 





MatrHew O. Troy, Commercial 
vice-president of the. General Elec- 
tric Co. died recently while en 
route from Schenectady to New York. 


Sonora Rapio & TELEVISION has 
released another album of its Series 
E phonograph records for 1944, 
“Sparkling Piano Melodies,” played 
by MBS radio star Pauline Alpert, 
the “whirlwind pianist.” 


Howarp F. Viot, manager of the 
General Electric lamp department’s 
midwest sales district, died of a heart 
attack recently in Kansas City. He 
was a native of Dayton, O. and joined 
G-E in 1907 as a salesman for the 
Shelby (O.) Lamp Co. 


Joun Meck Inpustries of Ply- 
mouth, Ind. has been licensed by both 
RCA and Hazeltine to manufacture 
radio receiving sets in post-war. 


Tue Free Sewinc MaAcuINe Co., 
Rockford, Ill. received the Army- 
Navy “E” award for excellence in the 
production of war materials, at a 
special ceremony, April 6. 


GitBert Vivian EGan, 52, treasurer 
and assistant secretary of the Nash- 
Kelvinator Corp., died April 8 at his 
home in Detroit after attending a 
meeting of the Appliance Mfg. Co., 
Alliance, O., of which he was a 
lirector. 


Hirose Sees Changes In 
Post-War Appliance Sales 


People, homes and the post-war ap- 
pliance market was the subject of a 
recent talk made by Arthur P. Hirose, 
director of market research and pro- 
motion for McCall’s and Redbook 
magazines, to members of the New 
Orleans Electrical Association. 

Summing up, in conclusion, Mr. 
Hirose said: 

“If government and industry can 
together solve the reconversion prob- 
lem, if government will not hamper 
business expansions, and if business 
and industry can create and satisfy 
more consumer wants and needs, the 
electrical business will face a greatly 
expanded market. 

“The appliance industry in the post- 
war era will be confronted with phys- 





ical changes in its market—popula- 
tion shifts, decentralization of popula- 
tion, newer smaller communities, a new 
kind of housing situation and a de- 
clining servant population that will 
call for greater mechanization of the 
home. 

“The appliance industry will also 
be confronted with changes in people 
—less young people, more older people, 
more women with greater importance, 
a larger middle class and better in- 
formed consumers. 

“The appliance industry will find 
changed conditions in its own indus- 
try, in terms of more manufacturers 
and new retail competition—more 
specialty dealers, department stores 
opening new branches in smaller 
communities, more aggressive selling 
by mail order retail houses and 
chains, more specialty appliance deal- 
ers coming into existence, more com- 
petition from building supply dealers 
and consumer co-operatives, and per- 
haps more manufacturers’ retail opera- 
tions. 

“These conditions will call for ag- 
gressive selling and intelligent adver- 
tising. These conditions also point to 
a greater need for local electrical 
leagues and associations.” 








TELEVISION HUDDLE—Thomas F. Joyce, 
(left) sales manager for the radio, 
phonograph and television division of the 
Radio Corp. of America, is showing ¢ 
television model to John M. McKibbin, 
sales promotion manager, Westinghouse 
Electric & Mfg. Co. Both were speakers 
at a forum recently conducted by the 
Sales Executives Club of New York. 
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Turn around Mandy, and let 


the folks see the new automatic 





THOR Gladiron ! 











Datey, folks, you can’t see the new 

Thor Gladiron yet. But when you do— soon, 

we hope—you’ll find it even better than 

the previous Gladiron that smashed all ironer 
sales records. Completely AUTOMATIC 
—portable—amazingly compact—effortless 

in use —it is the answer to the 
hopes and dreams of millions of [ 

women. It will be theirs, and yours, 


after Victory. 





AUTOMAT 


e If your name isn’t on our mailing 
list— write us now to be sure of 
getting the earliest announcements. 


Gliadiron 


HURLEY MACHINE DIVISION, Electric Household Utilities Corp., 54th Ave. and Cermak Rd., Chicago, IIL 
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He couldn't fight his way 
out of a paper bag! 


By their feet, you shall know them. A fighter in the prize ring, or 
anywhere else, must have balance, stability ... he must be “set” to 
deliver a powerful blow. And from prize ring to the circle of steel 


that is Fortress Europe is not really the long trip it seems. 


* For our men over there aren't pulling their punches, either. One 
reason why our Air Forces have been consistently scoring “on-the- 
nose” bomb hits lies in the stabilizer equipment that is part of the 
Norden Bombsight System. Accuracy begins with a stable platform 
from which to release the bombs. And this equipment provides the 
fiving stability that makes every bomb-load count. 


* We at Robbins & Mvers also like to get first things—first. We're 
glad we've been busy for more than five vears making stabilizers, au- 
tomatic pilots, and electric motors for the Norden Bombsight System. 


* Do you want to get “set” with any problem involving electric fans, 
motors, machine drives, hoists, cranes or Moyno pumps? If you do, 
or need repair parts for R & M fans—or want complete repair jobs 
done for you—get in touch with us, or the nearest R & M branch office 


listed be low. 


ROBBINS «x MYERS Pnc. 


SPRINGFIELD, OHIO «+ Branch Offices in: 


EAST: MIDDLE WEST: SOUTH: 
NEW YORK CHICAGO DALLAS 
200 Varick St 2400 W. Madison St. 1100 Cadiz St. 
PHILADELPHIA KANSAS CITY NEW ORLEANS 


401 N. Broad St 215 Pershing Road 116 Arlington Dr. 


WEST: SAN FRANCISCO, 237 Rialto Building 


CANADA: THE ROBBINS & MYERS CO. OF CANADA, LTD., Brantford, Ont. 
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S-C LABOR-MANAGEMENT GROUP—Stan Manson, Stromberg-Carlson public rela- 
tions manager, points out highlights in his company's production program to Reuben 
Posner, regional director of the WPB's Labor-Management set-up at the committee's 
second anniversary meeting. Left to right: Lee McCanne, assistant secretary and 
general manager, Posner, S. H. Manson, F, A. Lindsley, WPB Rochester representa- 
tive, S. R. Curtis, plant superintendent, Harold Charles, union president, T. C. Reed 
and Thomas Westmiller, union representatives, S. K. Beecher, personnel director, and 
William Hadley, union representative. These Stromberg-Carlson members make up 





the labor-management committee. 





395,000 Electric lrons 
Authorized by WPB To Date 


Authorizations to produce a total of 193,625 electric irons in 1944 have been 
granted to three manufacturers, the War Production Board announced recently. 
These authorizations are in addition to those issued to nine manufacturers a 
few weeks ago, WPB declared, and brings the total authorized production to 


date to approximately 395,000 irons, 


The three additional manufacturers 
and the production quotas assigned 
them are: Westinghouse Electric & 
Mfg. Co., 157,000 irons; Dominion 
Electric Mfg. Co., 35,000 irons; and 
New York Pressing Machine Co., 
1,625 irons. The first two manufac- 
turers are located in Mansfield, O. 

The complete program as authorized 
by WPB in December, 1943, calls 
for the production of 2,000,000 elec- 
tric irons in 1944. This program, the 
war agency said, has not been cut and 
it is expected that all the 2,000,000 
irons can be made without interference 
with military production. 

The latest order, dated May 1, 1944, 
represents a considerable change from 
the previous one, issued by L. R. Boul- 
ware, WPB operations vice-chairman, 
which drastically curtailed the original 
order to 200,000 units—10 percent of 
the number originally scheduled. 
WPB Chairman Donald Nelson, who 
directed recall of the curtailing order 
under Congressional pressure as wéll 
as that of protesting branches of WPB, 
said that as many irons as possible, up 
to the authorized 2,000,000, would be 
manufactured. Nelson said a substi- 
tute policy was being prepared which 
would be more specific and which 
would omit from whatever restrictions 
are promulgated certain “essential” 
civilian programs, apparently including 
irons, alarm clocks and work gloves. 

In some informed Washington quar- 
ters, it was believed that all 2,000,000 
authorized irons could be manufac- 
tured by the nine manufacturers in 
Class III and IV labor areas who were 
certified in the announcement of the 
curtailed program as eligible produc- 
ers. These sources ascribed the limit 
of 200,000 irons for these manufac- 
turers to the unwillingness of larger 
manufacturers located in Class I and 
II areas to see their smaller com- 
petitors get the business and the com- 
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petitive jump in reconversion, 

Other sources pointed to a recent 
speech by L. R. Boulware, WPB Op- 
erations vice-chairman who issued the 
curtailing order, suggesting the man- 
ufacturers whose location in labor 
shortage areas curtailed their ability 
to produce civilian goods in competi- 
tion with other manufacturers more 
fortunately located take over vacant 
shops in Class III or IV areas and 
move in their own equipment to pro- 
duce there. This was suggested as 
an alternative to the not-too-well-re- 
ceived section of the original iron pro- 
gram under which manufacturers pre- 
vented by accumulations of direct war 
work from making their own irons 
have their quotas made for them by 
other producers who could handle 
the work. 


Coal Question 


A new question as to whether there 
will be any appreciable production of 
civilian goods for months to come was 
raised as the nation’s bituminous coal 
deficit appeared to have doubled under 
the impact of increased manpower 
losses and underestimated demands. 
The deficit may rise as high as 45,- 
000,000 tons, according to Nelson. If 
it reaches the figure, or appreciably 
passes the original estimated deficit 
of 20,000,000 tons, some drastic cuts 
in the use of coal will have to be 
ordered. One of the most obvious is 
a cut of several million tons per quar- 
ter in the steel allocated, since it re- 
quires about two tons of coal to make 
one ton of steel, and since other coal 
is required to fabricate and distribute 
steel products. If this device be em- 
ployed to bring coal supply and use 
into balance, and there is no guarantee 
today that it will, production of civilian 
goods would suffer in steel alloca- 
tions long before production of war 
goods. 
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How Coleman's 7-Way Leadership Can Help You 
Be The Leading Heating Dealer 
— 
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major heating units in America. 


fastest growing company in 
the industry. 
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Home Heating.” Write for your copy today. 
backed by ample financial strength. 





PROGRESSIVE DEALERS are invited to write 


for the name of the Coleman distributor in their 
area. 











America’s biggest pre-war seller—the Cole- 
man Oil Heater that heats a house like a 


furnace—will have added selling advan- 


Automatic oil or gas heating at its best! 
tages for you tomorrow, 


A great heating advance! 
New Coleman floor furnaces with advanced 


heating principles to bring new comfort to 


compact, new Coleman central heating 
millions of homes, 


plant that occupies a space only two feet 


square. For either oil or gas. 


THE “HOT” NAME IN HOME HEATING 





THE COLEMAN LAMP AND STOVE COMPANY «+ WICHITA + CHICAGO + PHILADELPHIA + LOS ANGELES 
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engineering+sound planning 
—increased sales 


RITTENHOUSE engineers today are creating the better, 


the more perfect Rittenhouse Chimes of Tomorrow. 


Improved mechanical principles made possible 
through the use of new materials, new manufacturing 
methods and a new high standard of Rittenhouse work- 
manship will bring new simplicity of design, a lengthened 


life-time of new, care-free performance, and new beauty. 


The knowledge gained from the engineering and man- 
ufacturing of complex wartime electrical systems, linked 
with 40 years of distinguished pre-war accomplishment, 


guarantees this new Rittenhouse Chime perfection. 


That’s why the better chimes of the future will be 
Rittenhouse made. And that’s why, if you consider 
Rittenhouse now in your postwar plans— you'll remem- 


ber Rittenhouse when peacetime sales begin. 





THE A. E. RITTENHOUSE COMPANY, INC. 


Honeoye Falls, New York 


MEnhowseE 


DOOR CHIMES 
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CAN HELP 
GIVE THEM 


BUSINESS AHEAD—Robert Stewart of Sanitary Supply Co., Avon, N. J., appliance 


dealer, tells Oscar Wells of Jersey Central Power & Light Co. (left) that the CP 
Business Building Plan, requiring prospects to set aside $100 to $150 in extra war 


bonds for purchase of peace-time models, will help him line up post-war sales. 








Canadian Dealers Still 


Getting Some Appliances 


Administrator Lowe Describes Present Situation in Country 


Many of the most essential electrical appliances continue to be displayed in 
windows of Canadian dealers despite rigorous restrictions placed upon manu- 


facturers, according to M. C. Lowe, 
equipment and supplies for Canada’s 


administrator of electrical apparatus, 


Wartime Prices and Trade Board. 


Speaking at the Forum of Electrical Appliance Dealers Association, recently 
held at Toronto, Administrator Lowe declared that the current availability of 
many highly-desirable electical appliances was “no accident, but a real tribute 
to the effectiveness, foresight and efficiency of past controls” as administered 
by both the Wartime Industries Control Board and the prices and trade 


commission. 


40% Range Production 


Continuing, Mr. Lowe said: 

“Electric ranges never have disap- 
peared completely from your stores 
and a recent order authorizes a pro- 
duction during the 12-month period 
ending Feb. 28, 1945, of 40 percent of 
1940, or normal production. This pro- 
duction, together with electric ranges 
now in stock, will provide approxi- 
mately 50 percent normal distribution 
for the balance of this year. In order 
to assure a continuous supply through- 
out the year, the rate of release from 
manufacturers will be restricted. 

“The companion items of electric 
ranges, namely rangettes and cooking 
plates, are included in the same order 
and are to be produced on a 60 percent 
quota. 

“As for all goods classified as major 
appliances, it is proposed to follow the 
procedure of establishing a quota of 
past normal production, and the policy 
will be as indicated in the order re- 
specting electric ranges, etc. The 
establishment of the quota will be 
determined by many factors such as 
availability of materials, availability 
of components from the United States 
where required, availability of produc- 
tion facilities without interfering with 
war programs, minimum percentage 
which can be produced on an econom- 
ical manufacturing basis. 

“In our first consideration of making 
some appliances available it was 
decided to have goods produced by 
some companies not engaged to a 
major extent on war contracts. Thus, 
permits for the manufacture of elec- 
tric irons were granted to six com- 
panies only. When later investigations 
indicated the remaining manufacturers 
could produce without interfering wit 
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war work, permits then were granted 
to all, based on percentage participation 
before restrictions were imposed.” 

“You have been given the quantities 
of electric ranges, rangettes and hot- 
plates now approved for production,” 
Mr. Lowe told the dealer forum, then 
added: “You no doubt are interested 
in what other appliances will be made 
available for sale. I will now outline 
the present picture on other electrical 
appliances. 


Other Appliance Schedules 


“Washing machines: Under a 
plan in progress during the first six 
months of this year there will be 
available approximately 20 per cent 
of a normal full year’s production of 
washing machines. 

“Refrigerators: No plans for the 
production of this major appliance can 
be contemplated until the United 
States proceeds with a planned pro- 
duction, as many components and 
materials used in this item are im- 
ported, and I am therefore unable at 
this date to anticipate any commence- 
ment of production or to estimate any 
quantity that may be produced. It 
appears unlikely any appreciable pro- 
duction will be completed in 1944. 

“Radios: Radio manufacturers 
and radio tube manufacturers are mak- 
ing a major, almost unbelievable, con- 
tribution to the war program. The 
present schedule of radio tube require- 
ments for Armed Services, Navy, Ait 
Force and Army, does not allow any 
appreciable scheduling of radio tubes, 
even for replacement purposes, during 
1944. It therefore is improbable that 
any civilian radio equipment wil! be 
manufactured this year. 

“Vacuum cleaners: My remarks 
respecting refrigeration production 
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Why 
Mrs. Baker 
can't find 

her June 
Companion 





Les in conference... Mr. Baker, whose firm sells 
entirely to women, is using his wife’s June Com- 
panion to prove a point to his salesmen. 

The point is this: the Companion is a business 
magazine for retailers who sell to women; it pays 
business men to read it. 

So Mr. Baker uses the Companion, month after 
month, as a business builder. The Companion 
knows what women want—it tells a business man 
what they'll dzy. It is filled with practical selling 
information, because successful selling depends on 
smart buying. 

Companion articles are not just dreamed up. 
They help thousands of women lead easier, busier, 
more interesting lives because the information they 


FIGHTING CHAMPION 
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give women is based on the Companion’s exclusive 


continuing survey among readers... women who 
buy America’s food, clothing, drugs, cosmetics, and 
anything else their families need. 

The Companion’s constant fight for intelligent, 
informed buying is making better customers of 
your customers. They find it useful in buying from 
you. You'll find it usable selling to them. The June 
issue is filled with proof. (Borrow your wife’s or 
buy one.) 


COMPANION 


THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS OF 
WOMAN'S HOME COMPANIOW, COLLIER’S, THE AMERICAN MAGAZINE 


O F HONEST BUSINESS 
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They Must Last 
Till Victory Comes 


ROYAL CLEANERS are built to give their owners many 
years of uninterrupted service. This is one of the many reasons 
why Dealers find ROYAL more profitable to sell, and why 
Owners find ROYAL more satisfactory to use. 


However, there comes a time in the life of all fine machines 
when a certain amount of attention is necessary in order to 
keep them operating at peak efficiency. 


ROYAL RECONDITIONING SERVICE does just that. It not 
only affords ROYAL Dealers a liberal profit margin, but also is 
a builder of good will. This special factory service makes 
friends for you, and for ROYAL. Write us for full information. 
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AND IT MAKES YOU MONEY, TOO. ™ 












Keeping Electrical Appliances in tip top condition, while new ones are unob- 
tainable, is a real necessity. Both ROYAL Dealers and Owners benefit by using 
ROYAL Reconditioning Service. To help speed Victory our manufacturing 
facilities are devoted exclusively to the production of tools for war. When peace 
comes, and with it the return to normal production of the things which have 
done so much to make this the greatest Nation on earth, we soon shall have 
available even better ROYAL Cleaners. 


ROYAL IS SOLD ONLY THROUGH DEPENDABLE DEALERS 








THE P. A. GEIER CO., 546 E. 105th St., CLEVELAND 8, OHIO 
Continental Electric Co., Ltd., Toronto, Ont., Canada 
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are applicable to this appliance and it 
is impossible to estimate when any 
production can be resumed. 

“You may question the necessity of 
waiting for the United States to com- 
plete a planned production program 
before our proceeding with plans to 
produce certain appliances. _This was 
mentioned in regard to refrigerators 
and is necessary on almost all major 
appliances. 


"The following are offered as a 
few reasons for this decision: 

"I. We are dependent on United 
States sources of supply for compo- 
nent parts and materials. 

"2. We have agreed not to release 
materials obtained in the United 
States for purposes for which it is 
prohibited in the United States. 

"3. We have agreed to pool our 
resources to complete the task we 
have undertaken.” 


Canada’s appliance administrator 
also discussed prices, distribution and 
the design of the first models expected 
to reach the market after the war. 


Hoefer Quits Utility 


For Refrigerator Firm 


Fred S. Hoefer resigned his posi- 
tion recently as general sales man- 
ager of New Jersey Power & Light 
Co. to assume the presidency of Re- 
frigeration Service of New Jersey, 
Inc., Dover, N. J. This concern mar- 
kets and services commercial refrig- 
eration, air conditioning, and domestic 
appliances throughout northern New 
Jersey. 

Mr. Hoefer had been associated with 
utility companies for 21 years, having 
been affiliated with New Jersey Power 
& Light Co. for past ten years, and its 
general sales manager since 1938. 





FOR BOY TRIPLETS 


’ [OO MUCH WASHING ~ 
| wie ting cae some eee Bens 








DAD ACTS AS MAD 





B. C. Barber Can’t Get Girl to Aid 
Wife--Needs Wash Machine . 


sae Baby ae 








by $a 


Se ge ees heel 









The appliance shortage was graphically 
outlined in this front-page feature story 
in a recent issue of the Boston “Post”. 
Crying need of family was for a washing 
machine. 





I'D HATE TO BE THE GUY WHO 
TRIED TO GET THAT BENDIX 
AUTOMATIC HOME LAUNDRY 
FRANCHISE AWAY FROM HIM! 

















It's a foregone conclusion that the post-war demand will 
be for automatic "washers" — with the Bendix principle the 
only one proved by years of successful service outside the 


laboratory. 








BENDIX HOME APPLIANCES, INC. 
South Bend, Ind. 


The People who Pioneered and Perfected the Automatic "Washer" 
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A Name You'll Want to 


Remember When the War 


is Won — pinta 
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Let’s Do All We Can to 
Help Win the War Now 
—BUY MORE BONDS! 


McGRAW ELECTRIC COMPANY 
CLARK WATER HEATER DIVISION 
5201 W. 65th ST., CHICAGO 38 






























Radio Manufacturers’ 


RADIO ADVERTISING COMMITTEE—Members of the advertising committee of the 
Association in session. 





Left to right: James W. Douthat, 


director of publications RMA; Stanley Manson, Stromberg-Carlson Corp.; Victor A. 
Irving, Galvin Manufacturing Corp.; Sydney D. Mahan, The Crosley Corp.; John S. 
Garceau, Farnsworth Television & Radio Corp., chairman of committee; Bond Geddes, 
executive vice-president, RMA; E. |. Eger, Admiral Corp.; John Gilligan, Philco Corp.; 


and Richard Hooper, Victor Division, RCA. 


Post-War Radio 
Advertising Plans 


Tentative plans for post-war adver- 
tising activities in the radio industry 


were discussed by members of the 
advertising committee of the Radio 
Manufacturers’ Association at a re- 


cent meeting held in the general offices 
of The Crosley Corp, in Cincinnati. 

S. D. Mahan, director of adver- 
tising and public relations at Cros- 
ley, was host to the visting radio 
industry advertising executives and 
took them on a tour of inspection of 
the Crosley plants and Radio Sta- 
tions WLW and WSAI at Crosley 
broadcasting headquarters. 

John S. Garceau, director of ad- 
vertising and public relations of the 
Farnsworth Television and Radio 
Corp., and chairman of the RMA ad- 
vertising committee, presided at the 
meetings. Members of the committee 
were welcomed by R. C. Cosgrove, 
vice president and general manager of 
the Crosley manufacturing division. 

Others who attended the sessions 
were Richard Hooper, Victor Div. 
of the Radio Corp. of America; E. I. 
Eger, Admiral Corp., Victor A. Irv- 
ing, Galvin Mfg. Corp., John Gilli- 
gan, Philco Corp., Stanley Manson, 
Stromberg-Carlson Corp., Bond Ged- 
des, executive vice-president, Radio 
Manufacturers’ Association ; and 
James W. Douthat, director of pub- 
lications, Radio Manufacturers’ As- 
sociation. 


1,285 Families Tell 
Their Home Plans 


A nation-wide survey conducted by 
Small Homes Guide which resulted 
in 1285 replies, gives a sample of what 
is wanted on the post-war market. 
The $4,000 to $6,000 house is favored. 
Only 15 percent are planning to pay 
less and 24 percent planning to pay 
more. Ten times as many indicated 
they expect to build in the country as 
in a large central city. Only 305 ex- 
pect to pay cash for their homes, the 
balance wishing to finance on a 16 to 
20 percent down payment, the balance 
in monthly installments of $40 to $50. 
Highest number of votes, 16 percent, 
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was for a traditional Dutch colonial 
home. Some 520 declared they would 
consider prefabricated construction 
and 424 were willing to be convinced, 
while 265 stood pat for traditional 
construction. 

Some 836 considered a dining room 
a-necessity and 666 hoped to include a 
breakfast room; 773 held out for 
porches and 721 wanted a “hobby” 
room. 

The prewar rumpus room went beg- 
ging with only 20 votes, but 773 were 
11 for a real basement and 383 thought 
th® basement could serve as a utility 
room. Attached garages received 752 
votes and overhead garage doors were 
favored ten to one. 


U. S. Families Move Into 
Higher Income Brackets 


With the turn of 1944, it was re 
vealed that 8.3 percent of all families 
in the United States were enjoying in- 
comes of $5,000 or more, the Mac- 
fadden Publications recently declared 
In the $3,000-$4,000 group were 17.5 
percent of all families; 30.6 percent 
were in the $2,000-$2,999; 29.5 were 
in the $1,000-$1,999 bracket, and only 
14.1 percent had incomes of less than 
$1,000 a year. 

It was estimated that on Jan. | 
there were 34,789,452 families in the 
U. S. compared with 34,855,452 the 
previous new year. The upward 
movement in incomes did not proceed 
as rapidly in 1943 as it did in 1942, 
Everett Smith, director of research of 
Macfadden, declared in releasing the 
figures, 


Political Conventions 


Will Be Televised 


That the Democratic and Republican 
political conventions scheduled to b: 
held in Chicago this summer will b: 
broadcast by televsion is a statement 
recently made by Niles Trammel, 
president, National Broadcasting Co. 

his is the first convention ever 
to be put on the air by television. 
National Broadcasting Co. will us 
Ne. 


film and broadcast from it in 
York,” he said. 
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Evidence o 
character 


lov ARE NOT born with character. You acquire it... through experience 
and association. 


What is true for human beings is equally true for merchandise and for 
those who make it. 


Hundreds of manufacturers are proud to be associated with the Good House- 
keeping Guaranty Seal because this Seal has become a symbol of reliability to 
millions of women. It has earned their confidence over a period of years. 









Ken OR ‘ REFUND a 


$" Guaranteed by > 
‘Good Housekeeping 


No IF DEFECTIVE OR we 
ZAS Apvertised WES 


We give this seal to no one. 
The product that has it, earns it. 





Of course, when all merchandise is scarce, all goods are readily saleable. 


But the moment your customers are given free choice again, they will seek 
out those products which have won their confidence, those things which have 
earned a reputation for character. 


We intend to do everything in our power to keep the Good Housekeeping 
Guaranty Seal a symbol of character in the minds of millions who have learned 
to accept it as evidence of what is trustworthy. 







Good y*% Housekeeping 


= mm Dhe Homemakers’ Bureau of Standards 
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... that’s why it’s running today 


For years an identifying mark of a good appliance, 
Belden electrical cords and plugs are an indication 
to your customers that the manufacturer was careful 
in selecting all the parts for his equipment. Free 
from Corditis, irritating and widely publicized dis- 
ease that ruins cords and plugs, an imposing per- 

centage of Belden-equipped appliances are still 
running today —when failure may mean loss of 
service for the duration. 


As new appliances come back on the market, 
be sure the ones you sell are equipped with 
Corditis-free Electrical Cords—enjoy the extra 
sales advantages of this confidence-building sign 
of a good appliance. 


Belden Manufacturing Company 
4663 W. Van Buren Street, Chicago 44, Illinois 





Belden Heater Cords — 
original equipment — on 
many electric irons and 
heater appliances — 
also for replacement. 


A Belden Electrical Cord 
isa complete unit includ- 
ing the Belden unbreak- 
able plug, conductor, 
connector, strain relief. 
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Philco Training Head 
Buys Distributing Firm 


O. F. (Jerry) Achtenhagen, for the 
past two years general manager of the 
Philco Training School, Philadelphia, 
Pa., has purchased the Radio and Ap- 
pliance Distributing Co. of Denver, 
Colo., a long-established Philco dis- 
tributor serving the Colorado area, it 





LEAVES PHILCO—O. F. Achtenhagen 
(left) for the past two years general 
manager of the Philco Training School 
is congratulated by Thomas A. Kennally, 
vice president in charge of sales for 
Philco Corp., on his purchase of Radio 
and Appliance Distributing Co. of Den- 
ver, Colorado, Philco distributor serving 
the Colorado area. 


was announced by Thomas A. Ken- 
nally, vice president in charge of sales 
for Philco Corp. The new president 
and owner of Radio and Appliance 
Distributing Co. will keep the com- 
pany name, take over all assets and 
occupy the same building at 1708 Six- 
teenth Street, Denver, Colo. 

In 1928 Mr. Achtenhagen entered 
the automobile radio business with 
Transitone and in 1931, when Philco 
acquired that company, Mr. Achten- 
hagen became one of its field repre- 
sentatives, introducing Philco auto 
radios throughout the West. In 1935 
he became sales manager of the Philco 
Automobile Radio Division, Detroit, 
Mich. When the Philco National Mer- 
chandising Staff was formed in 1940, 
Mr. Achtenhagen took an active part 
in introducing the company’s new 
radio and refrigerator models west of 
the Mississippi. Since the outbreak of 
the war, he has been general manager 
of the Philco training school, which 
has trained and graduated over 12,000 
advanced radio technicians for the 
Army and Navy. 


New Distributorship !s 
Formed in Los Angeles 


A ‘new wholesale distribution con- 
cern, Turnquist Bros. Co., recently 
entering the electrical appliance field, 
has opened an office and warehouse in 
Los Angeles. The new company plans 
to cover the Lost Angeles trading area 
and southern California. 

Headed by E. N. Turnquist as 
president and general manager, a 
former division manager for P. A. 
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Geier Co., the personnel of this new 
distributor includes C. O. Gaffney, 
first vice president and sales promo- 
tion manager, who for many years 
was department manager of a large 
appliance house in the same city and 
more recently also was associated 
with the Geier Co. A. L. Turnquist, 
another former Royal vacuum cleaner 
man, is second vice president, Paul 
Turnquist is treasurer, and G. L. 
Turnquist is secretary of the new 
distribution set-up. 


A. J. Lindemann & Hoverson Co. 


The distributing firm of American 
Wholesalers, Washington, D. C., will 
handle the distribution of L&H electric 
ranges, water heaters, and gas ranges 
in the District of Columbia, and pats 
of Maryland and Virginia, as well as 
the Kerogas line of oil stoves and 
ovens, it is announced by the A. J 
Lindemann & Hoverson Co., Mil- 
waukee. 


Landers, Frary & Clark 


B. C. Neece, vice president and gen- 
eral sales manager of Landers, Frary 
& Clark has announced the appoint- 
ment of the Sunplee-Biddle Hardware 
Co., Philadelphia, Penn., as exclusive 
distributors in the Philadeloh‘a trating 
area on Universal home laundry equip- 
ment and vacuum cleaners. Supplee- 
3iddle will also distribute Universal 
small appliances on a non-exclusive 
basis. 


American Central Mfg. Corp. 


Hamburg Bros., Pittsburgh, Pa., 
have been signed as the first post-war 
distributor of kitchen sinks and cabi- 
nets manufactured by the American 
Central Mfg. Corp., Connersville, Ind., 
according to a recent announcement by 
N. C. Ferreri, vice president in charge 
of sales of the latter company. The 
contract was signed by Mr. Ferreri 
and Elmer Hamburg, president of 
Hamburg Bros. The two men were 
boyhood friends back in Youngstown, 
Ohio, 40 years ago. 


oe ae al Be 
] 





FIRST DISTRIBUTOR—N. C. Ferreri, 
vice-president in charge of sales of 
American Central Mfg. Corp., looks on 
as Elmer Hamburg, president of Ham 
burg Bros., Pittsburgh appliance distribu- 
tors, signs the first franchise for Ameri- 
can's post-war kitchen sinks and cabinets. 
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One way to save more money 
is by making more money to save” 


Dymo was the topic, and the 
boss was giving all of us the 
benefit of his views in a bulletin on 
first principles. 


He opened up with some plain 
truths about newspapers — “‘circu- 
lation is the seal of public approval 
— the only way to get and keep 
dominant circulation is by the mer- 
its of your paper” — things like 
that. 


He counseled us “never economize 
on your product” —on our proc- 
esses, yes, on our product never — 
“efficiency is the best economy.” 


Then he wound up with the line which dis- 
closed his whole philosophy and which tur- 
pentined us into action: “One way to save 
more money is by making more money to 
save.” 


It was years ago that this bulletin went out, 
but we think its viewpoint expresses a pol- 
icy which America and the American people 
would do well to ponder now as we make 
ready to face the future. 


When this war is over, we shall stand on the 
threshold of the greatest era for our people 


we have ever known, if we have sense 





enough and energy enough to make it come 
real. 


We'll have to work to get it, but the mak- 
ings of it are surely there, and we shall 
work more fruitfully if we keep before us 
the image of what we are trying to do and 
the best way to do it. 


That is where the serviceable newspaper 
comes in — to define for its readers in clear 
outline the image which shall inspire and 
guide them — to provide trustworthy news 
of the facts, trends, events and actions in the 
world which justify their hopes and en- 
deavors. 


The Hearst Newspapers have for 
many years been doing this sort of 
job, to the benefit and satisfaction of 
the nearly 5,000,000 families whose 
confidence they have earned. 


That is why, in more than a dozen of 
the great key cities of America, the 
decent, diligent, hopeful people 
who must energize the onward 
march of our country, are respon- 
sive to our papers and hold them in 
special regard. Thus: 


If it is on-the-minute, accurate news 
they want, they look to Hearst 
Newspapers first. 


If it is authentic inter pretation o f events or 
trustworthy editorial counsel they want, 
they look to Hearst Newspapers first. 


If it is features, newspictures, cartoons, col- 
umnists’ comment, society, sports or busi- 
ness news they want, they look to Hearst 
Newspapers first. 


There is a lesson here which no sensible 
advertiser with an eye on the future will 
ignore. 


It is simply that in planning marketing pro- 
grams to reach these people, he should look 
to Hearst Newspapers first, as do they. 


HEARST N EWS PAPERS 





Serving the American People—their Freedom, Security and Progress—by providing them trustworthy News, Comment, Counsel, Entertainment, and Advertising. 


ALBANY TIMES-UNION 
Morning and Sunday 


Morning and Evening 
BALTIMORE AMERICAN 


Sunday Evening and Sunday 
BALTIMORE NEWS-POST DETROIT TIMES 
vening Evening and Sunday 


BOSTON ADVERTISER LOS ANGELES EXAMINER 
inday ' Morning and Sunday 


BOSTON RECORD AND AMERICAN 
CHICAGO HERALD-AMERICAN 


LOS ANGELES HERALD-EXPRESS 


Evening 


NEW YORK MIRROR 
Morning and Sunday 


SAN FRANCISCO CALL-BULLETIN 


Evening 


OAKLAND POST-ENQUIRER 


MILWAUKEE SENTINEL 
Morning and Sunday 


Evening 
PITTSBURGH SUN-TELEGRAPH 


SAN FRANCISCO EXAMINER 
Morning and Sunday 


Evening and Sunday 


NEW YORK JOURNAL-AMERICAN 
Evening and Sunday 


SAN ANTONIO LIGHT 
Evening and Sunday 


SEATTLE POST-INTELLIGENCER 
Morning and Sunday 





ELECTRICAL MERCHANDISING—MAY, 


1944 





PAGE 99 














1825 5S. 


ORDINARY 
ROTARY 
ACTION 


This greatest ironer improvement in the last 
ten years will be the one development that 
consumers will DEMAND as soon as ironers 
are available again. It’s the Conlon “‘Side- 
Glide” development that irons the same area 
twice — two distinct actions — at the SAME 
time. The hand-ironing-action shoe glides 
back and forth, while the roll revolves at 
either slow or fast speed, and this double ac- 
tion smoothes out wrinkles, gives more sheen, 
dries qut garments quicker and brings out 
the texture in figured fabrics to their orig- 
inal newness. 


No other ironer has this feature — no other 
ironer can perform this “hand-ironed” ap- 
pearance — no other ironer gives your cus- 
tomers the Conlon engineered sturdiness and 
all ’round rugged construction that means 
smoother, better ironing. 





CONLON CORPORATION 


52nd Ave. 


Chicago, Ill. 
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Sherwood Joins 
Joseph Strauss Co. 


Charles M. Sherwood recently re- 
signed as branch chief in the Copper 
Division of WPB to join the executive 
staff of the Joseph Strauss Co., Inc. in 
charge of all wholesale activities of 
the company, it was announced by Luke 
Strauss, president. He is to succeed 
Edward T. Ball who so ably served 
the company for 29 years. 





Cc. M. SHERWOOD 


At the time of the outbreak of the 
present war Sherwood was associated 
with the Bendix Home Appliances 
Inc., in an executive sales capacity. 

The Joseph Strauss Co. is one 
of the oldest distributors of the Zenith 
Radio Corp. They-also distribute in 
western New York state Bendix home 
laundries, Gibson refrigerators, and 
Grand ranges in addition to other 
prominent appliance lines. The busi- 
ness was founded by the late Joseph 
Strauss in 1896 and is now owned and 
operated by Luke J. Strauss, president 
and George V. Strauss, vice president 
who represent the third generation of 
the Strauss family in the firm. 


U. S. Machine Corp. 


The U. S. Machine Corp., Lebanon. 
Ind., has announced appointment of 
Electrol Oil Burner Corp. of Seattle, 
Wash., as distributor of Winkler stok- 
ers for certain territories in the states 
of Oregon and Washington west of the 
Cascade Mountains, and for British 
Columbia and Alaska. The company 
has the largest sales and service or- 
ganization in the automatic heating 
field in the Northwest area. 

Heading the Electrol firm is Robert 
Denny Watt, president and son of its 
founder, the late Paul H. Watt. Watt 
directs all of the engineering and ex- 
perimental work. 


Admiral Corp. 


Morley Brothers of Saginaw, Mich., 
have been appointed distributors for 
the Admiral Corp. it was announced 
by J. H. Clippinger, vice-president in 
charge of sales. They will distribute 
Admiral radios and home appliances 
to the entire state of Michigan with 
the exception of the city of Detroit 
and immediate vicinity. 

Morley Brothers was founded in 
1863, and have handled radios and 
major appliances for many years. 
Post-war they will operate two dis- 
rlay rooms and warehouses for Ad- 
miral Corp.—one in Grand Rapids and 
me in Saginaw. Mr. L. E. Buetow is 
manager of the Radio and Appliance 
Div. for the company. 
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Mr. Clippinger also announced the 
appointment of the Kane Co. as dis- 
tributors in the Columbus, Toledo, and 
Cleveland, Ohio trading areas. 

The distribution will be handled 
separately from each of the three men- 
tioned locations. Offices and ware- 
houses will be maintained in Toledo, 
Columbus, Cleveland and Akron, 

The Kane Co. was founded in 1913 
as distributors of furniture and elec- 
trical appliances: A. J. Kane is presi- 
dent of the company; M. A. Kane is 
treasurer; B. M. Kane is vice-presi- 
dent. 


P. A. Geier Co. 


Kaemper Barrett of San Francisco 
has been appointed as an independent 
Royal distributor for the Northern 
California Territory by A. H. Zirke, 
president of The P. A. Geier Co. 

The Kemper Barrett organization is 
well known among electrical appliance 
outlets in the California territory, hay- 
ing had fifteen years experience in the 
electrical appliance and radio distribut- 
ing field. Headquarters are 246 South 
Van Ness St., San Francisco, 


Emerson Radio 


Announcement has just been made 
by Emerson Radio and Phonograph 
Corp., New York City, of the appoint- 
ment of Century Distributing. Co., 935 
East Pico Boulevard, Los Angeles, as 
distributor of Emerson Radio products 
in the Southern California and con- 
tiguous territory. 

This new company is headed by 
Louis R. Swenson, well-known sales 
executive in that territory. 


Crosley Corp. 


Appointment of the Schwander Ap- 
pliance Co., division of the General 
Pipe and Brass Co., of St. Louis, Mo., 
as distributor for The Crosley Corp., 
Cincinnati, in St. Louis and surround- 
ing territory, has just been announced 
by J. H. Rasmussen, commercial man- 
ager of Crosley. 

Julian Schwander has been president 
and treasurer of the company, which 


gh 





JULIAN SCHWANDER 


was organized in 1929, ever since the 
company was formed. During tat 
time, the parent company has success- 
fully distributed plumbing and heating 
supplies throughout the St. Louis 
area. 

Other members of the firm are: L. 
Howard Schwander, vice president 
and Roger Walwark, Jr., 1 
dent. 


vice prési- 
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The magic about electrons is man’s in- 


genuity in putting them to work. The 
magic about electrons is their promise of 
service in marvelous ways only hinted at 
in the last few years. Now harnessed for 
war, the science of electronics will later 
work to enrich the peace. 


Working in close cooperation with Army 
and Navy engineers, Delco Radio has ap- 
plied its knowledge and skill to putting 


Put your dollars “‘in action”’ 
BUY MORE WAR BONDS 
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electronics actively and effectively into the 
fight for Victory. In Delco’s laboratories, 
principles are explored and exploited; in 
Delco’s engineering department, designs 
are evolved to apply these principles; and 
on Delco’s production lines, complete 
equipment is manufactured with the speed 
and skill that only a large manufacturer 
of precision radio instruments can bring 
to such work. 


DIVISION OF 


| CRN EGA MVORORS 
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Tue laundry crisis has made your 
customers appreciate more than ever the 
washing machines you sold them before 
the war. 

Most of the washers now in service 
have tubs porcelain enameled on ARMCO 
Enameling Iron—a finish that lasts the 
life of the machine. Both your customers 
and your own service department have 
seen how well these tubs stand up. For 
porcelain enamel is not affected by heat, 
soap or washing compounds. Its smooth 
surface is as easy to clean as china, yet 
so hard that metal fasteners on whirling 
clothes cannot scratch it. 


Porcelain Enamel Again 


After the war, when your customers can 
buy washers with the “lifetime finish” 


HELP FINISH THE FIGHT — WITH WAR BONDS 
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tubs, it isn’t likely that many will risk 
their money on any other kind. 

Busy on war work as they are, wash- 
ing machine manufacturers still find time 
to plan even more efficient post-war 
washers for your customers. These will 
be designed to sell readily with a good 
profit to your store. And you will take 
pride in pointing out their gleaming tubs, 
many of which will be porcelain on 
ARMCO Enameling Iron. The American 
Rolling Mill Company, 1321 Curtis St., 
Middletown, Ohio. 
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DISTRIBUTOR NEWS 





American Ironing Machine Co. 
(Simplex) 


Joseph Groshans, general sales man- 
ager of the American Ironing Machine 
Co. manufacturers of the Simplex line 
of ironers, announces the appointment 
of the following new distributors: 

Clemons Brothers Co., Chattanooga, 
Tennessee who will cover the follow- 
ing counties in Tennessee: Bledsoe, 
Rhea, Meigs, Grundy, Sequatchie, 
Marion, Hamilton, Polk, Bradley, 
McMinn. 

George H. Lehleitner & Co., Inc., 
New Orleans, Louisiana who will 
cover the entire state of Louisiana and 
the territory south of and including the 
following counties in Mississippi : War- 
ren, Hinds, Madison, Leake, Neshoba, 
Kemper. 

Frank Lyon Co., Little Rock, Arkan- 
sas who will cover all of Arkansas ex- 
cept the following counties in the east- 
ern part: Clay, Greene, Craighead, 
Mississippi, Poinsett, Cross, Critten- 
den, St. Francis, Lee, Phillips. Also 
three counties in Oklahoma: Adair, 
Sequoyah and LeFlore. 

Southern Wholesalers, Inc., Wash- 
ington, D. C., who will cover the fol- 
lowing counties in Maryland; Calvert, 
St. Marys, Charles, Pr. Georges, 
Montgomery. The following counties 
in West Virginia: Pendleton, Grant, 
Hardy, Berkeley. And the counties 
north of and including the following 
in Virginia: Rockingham, Greene, 
Orange, Spotsylvania, King George, 
Westmoreland, Richmond, Lancaster. 


Gibson Electric Refrigerator Corp. 


The Cleveland Distributing Co., 2323 
East 67th St., Cleveland, O., has been 
named exclusive distributor for Gibson 
electric refrigerators and_ electric 
ranges in the northeastern Ohio area 
covering 14 counties, according to an 
announcement by Roger Sargent, gen- 
eral manager of Cleveland Distribut- 
ing. Previously the company had been 
named distributor for Grand gas ranges 
and Eureka vacuum cleaners. 








CHURCHILL & “HANDIE - TALKIE" — 
Prime Minister Winston Churchill, during 
his visit to Port Jackson, makes use of 
a Motorola "handie-talkie" portable radio 
transmitter to listen to directions given 
paratroopers while making a descent. 
The device is made by Galvin Mfg- 
Corp., Chicago, and is in wide use by 
our combat forces. 
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THE BIGGEST WINDOW IN THE WORLD 


Each one of your best customers is going to buy a brand- 
new window for his home—and you're going to sell it. 

The new window? The television screen—the biggest 
window in the world. Through it, a man will be able to 
see the world, right from his own living-room. 

When, shortly after victory, you put DuMont receivers 
into the homes of your best customers (as someone surely 
will) you'll be doing right by them . . . and by yourself. 

That's because DuMont Receivers will be technical and 


1 | a — aE : i 
) ACEH OI. SCcCronti 4 aed AECOCKOI rit 


ALLEN B. DuMONT LABORATORIES, INC., GENERAL OFFICES AND PLANT, 
TELEVISION STUDIOS AND STATION W2XWV, 
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artistic triumphs . . . sets of distinction designed for people 
who want the finest, truest kind of television reception. 

When your best customers buy DuMont they're buying 
a complete background in electronic achievement . . . the 
specialized engineering that has produced the DuMont 
Cathode Ray Tube and many other outstanding patents. 

Preparing for your receiver market is no longer a distant 
opportunity. NOW is the time to get ready. You're wel- 
come to inquire of DuMont. 


Copyright Allen 8. DuMont Laboratories, inc., 1944 





2 MAIN AVENUE, PASSAIC, N. J. 
MADISON AVENUE, NEW YORK 22, NEW YORK 
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IR EXPRESS is a 3-mile-a-minute conveyor belt 
A between your plant and consignee. Use it 
efficiently! When shipments are ready, call for a 
pick-up...right then! If you wait for routine end- 
of-day pick-up, you let a lot of planes go by that 


might be speeding your shipment to its desti- 







nation. Remember: the secret of earliest 
possible delivery is earliest possible 


shipment! 


A Money-Saving, 
High-Speed Wartime Tool 
For Every Business 


As a result of increased efficiency developed to meet wartime 
demands, rates have been reduced. Shippers nationwide are 
now saving an average of more than 10% on Air Express 
charges. And Air Express schedules are based on “hours”, 
not days and weeks—with 3-mile-a-minute service direct to 
hundreds of U.S. cities and scores of foreign countries. 


WRITE TODAY for “Vision Unlimited’ —an informative booklet 
that will stimulate the thinking of every executive. Dept. PR-5, 


Railway Express Agency, 230 Park Ave., New York 17, N. Y. 






Gets there FIRST 


Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 
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PLANS 1944 PROGRAM—Left to right: Nell McCarrell, chief clerk; C. G. Snider, 


advertising and sales promotion assistant; M. L. Cummings, advertising and sales promo- 


tion manager; J. F. McAllister, Residential Sales manager; W. A. Huckins, Sales man- 
ager; J. B. Shaw, Commercial Sales manager; and Nancy Finch, Home Service director. 


Utah Power and Light 
1944 Sales Program 


Dealer cooperation plans for 1944 were 
discussed by the officials of the Utah 
Power and Light Co. in a series of meet- 
ings held recently throughout the terri- 
tory, outlining the sales program for the 
coming year. W. A. Huckins, salesman- 
ager, M. L. Cummings, advertising and 
sales promotion manager, J. F. McAllister, 
residential sales manager, Miss Nancy 
Finch, home service director, J. B. Shaw, 
commercial sales manager and G. B. 
Walker, industrial sales manager, briefly 
reviewed the events of the past year and 
suggested to dealers how they could make 
the most of their opportunities under pres- 
ent government restrictions. 


Dealer Cooperation 


“Our staff will cooperate with dealers 
in every way possible,” stated Mr. Huck- 
ins, “including servicing and training in 
the care and use of equipment, as well 
as public information on care and use of 
equipment, rates, nutrition and food pre- 
servation Home calls, group demon- 
strations and sales-floor presentations will 
be made by the Home Service group upon 
request by appliance dealers.” 

Details of the local stocks of electrical 
equipment still available and the con- 
ditions under which it might be sold were 
presented, as well as a discussion of 
prospects for possible renewed manufac- 
ture during the coming months. 

Emphasis upon the war effort will be 
the major subject matter of advertising 
during the coming year, according to 
M. L. Cummings. He called attention to 
the “Trading Post” program now under 
way and to the radio programs featuring 
Miss Nancy Finch which are broadcast 
over six stations weekly. Should pro- 
duction of appliances be resumed during 
the year, of course, advertising would be 
synchronized with direct selling activities. 

A “Better Living Electrically” program 
will be the basis for continued coopera- 
tion with customers and dealers, accord- 
ing to Mr. McAllister. He pointed out 
that there are now under construction or 
planned a minimum of 2,000 war housing 
family units in the Salt Lake, Ogden and 
southern Utah areas. Dealers who follow 
the progress of these projects may find 
opportunity for the sale of many appli- 
ances under priorities. 

Miss Finch outlined the company’s home 
service program as one of continued co- 
operation with housewives, food establish- 
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ments, women’s clubs and consumer 
groups, by personal contact and demon- 
strations to present information helpful 
in the solution of their wartime food 
problems. 


58°, of U. S. Firms Plan 


New Post-war Products 


Judging by a survey of 350 major 
companies made by the Curtis Pub- 
lishing Company, there is likely to be 
a lot of action in post-war manufac- 
turing. Forty-eight of the firms inter- 
viewed were in housefurnishings and 
the appliance field. 

The Curtis report shows that 58 
percent of all the companies inter- 
viewed are planning to bring out some 
kind of new product. Firms that are 
not are usually in the automobile, 
office equipment and aviation industry 
groups and feel that their present 
field is big enough. New products are 
planned by 62 percent of the house- 
furnishings and equipment industry 
and by 67 percent in the household 
appliance industry, Curtis reveals. 

Some 12 percent expect to go into 
new fields and 20 percent report new 
products in both their own and other 
fields. For example: a _ household 
appliance manufacturer will make 
automotive parts; an auto accessory 
company will make a home food dehy- 
drator; an agricultural implement 
company will market a food product; 
an airplane company will make farm 
implements; a machinery and equip- 
ment company will make household 
appliances; a building material com- 
pany will make an air conditioner; a 
housefurnishing company will make 
boats; a radio company expects to 
market household appliances. 


San Francisco Office 
Opened by Sylvania 


Opening of a West Coast headquar- 
ters office at 111 Sutter Street, San 
Francisco, in charge of B. K. Wick- 
strum, Pacific Coast sales manager for 
the company’s lighting products, is an- 
nounced by R. H. Bishop, general sales 
manager of the Lighting Division of 
Sylvania Electric Products, Inc., 

Sylvania recently opened offices in 
Los Angeles and Seattle. 
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IN HIS TIME 


Gustave Doré’s vivid 
burned religious 
teachings into the 


illions. 
hearts of new millions 


wow NEW MILLIONS 


When Gustave Doré illustrated Dante’s “Inferno,” he little thought that he would 
stimulate new millions of people to a new awareness of religious teachings. Yet his 
realism burned into the minds and hearts of men everywhere... leading, inspiring 
them to better lives. 

Wherever history has named the mighty of the earth—look for the man or men 
who influenced the common man—look for the speech that set fire to the millions. 

Today, more than ever before, you need these millions—their votes and their buy- 
ing dollars. What is the key to moving them? 

Just 25 years ago the first copy of True Story appeared on the newsstands. In a few 
short years, its simple credo and common touch built a multi-million audience, fos- 
tered the growth of millions more magazine circulation and influenced the pattern of 
other magazines, movies, radio, and newspapers. 

More actively than ever before, True Story now reaches and influences those 
Wage Earner families who have the urge and determination to step on up, to seek the 
why and how of a better go at life, and living it when they find it. Yes, today more than 
ever, True Story provides a stepping stone into the minds and hearts of this special part 
of Wage Earner America—a priceless advantage no business today can afford to overlook. 


THE COMMON MAN WELL INFORMED 1S THE GREATEST FORCE IN 


PRODUCING THE AMERICA WE WANT. 


9 U E S | 0 RY FOR 25 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE 
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IN OUR TIME 
J rue Story’s technique 
brought the great igmest h- 
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A POSTWAR PLAN 
THAT FITS 











If you've ever had an electric floor pol- 
isher rental business, you know what an extra- 
money maker it can be—and how much extra 


store traffic and extra supply sales can result 


from this minimum-inventory 


And if you have never enjoyed this profitable 
side-line, chances are you're missing a bet 


that you could profitably include in your 


post-war planning. 


Of course, a lot of the profit depends on the 
machine you rent. We know that it should be 
light enough for easy handling, yet have the 
advantages of the heavy-duty type. It must be 
strong enough to take it—sturdy enough to be 
out making money for you day after day with- 
out costly repair and maintenance headaches. 
As Regina users will tell you, that’s the kind 


of machine Regina has always built. 


investment. 
































































































































We know, too, from talking to our many 


retailer friends, how to help you get the most 
out of a rental sery ice. W eve developed a 
postwar plan for such a service that should 
interest you. We'd like to send you this plan 


without obligating you in any way. Drop us a 


l nder certain circum- 


stances we can deliver 
the Regina Electric 
Floor Polisher now. 
Refer to WPB order 
L222 for purchase re- 
quirements. 


line—it’s none too soon to start planning! 


y) | | \\ THE ELECTRIC FLOOR POLISHER 


FOR HOMES - OFFICES - STORES - SMALL PLANTS 





a 
@ vw REGINA 


Fine Products for the Home since 1892 


REGINA ELECTRIC FLOOR POLISHER 
SMOOTHCUT CAN OPENER 


REGINA VACUUM CLEANER 
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WASHER MOTORS GO TO WAR—Electric motors made to power washing machines 
in peacetime are now used at the Sandusky, Ohio, plant of the Apex Electrical Mfg. 


Co., to operate equipment for testing supercharging pumps for Uncle Sam's aircraft. 
The pumps, used with Pratt & Whitney 18 cylinder radial aircraft engines, are de- 
signed especially for high altitude flying. Due to the severe strains placed on them 


in such service, they are subjected to strenuous test runs before shipment. 


Powered 


by '/4 H.P. Apex washer motors, they rotate on a vertical shaft at 1200 RPM. Rigid 
pressure and temperature restrictions are maintained for the eight-hour test run. 





Light Bulb Excise Tax Rules 
For Retailers Defined by OPA 


The amount of the new Federal excise tax which retailers of electric light 
bulbs may pass on to consumers is based upon the amount of the tax passed on 
to them by manufacturers or wholesalers, the Office of Price Administration 


has announced. 


The old excise tax on electric light 
bulbs which went into effect October 
1, 1941, was 5 percent of the manufac- 
turers’ selling price. The new tax law 
effective April 1, imposes an additional 
15 percent, making a total of 20 per- 
cent of the manufacturers’ selling 
pric e. 


Detailed Regulations 
OPA provided April 10: 


1. If a maximum price of the manu- 
facturer before the new tax law 
became effective included the original 
5 percent tax, he may now pass on 
only the new 15 percent tax, provided 
it is separately stated. 

2. If the maximum price of the 
manufacturer before the new tax law 
became effective did not include the 
tax (so that he was permitted under 
the General Maximum Price Regula- 
tion to charge the 5 percent in addi- 
tion, if he separately stated it) he 
may now pass on the 20 percent tax 
provided it is separately stated. 


Wholessalers may pass on the 
amount of the tax which the manu- 
facturer passed on to them provided 
they separately state the amount of the 
tax on all invoices and other sales 
receipts. 

A retailer may pass on the amount 
of the tax which he has paid on each 
bulb or the amount of the tax for 
which he has been billed. This amount 
must be stated separately from the 
maximum price noted on price stickers 
and counter signs, and also. on sales 
slips, if given. On certain electric light 
bulbs the tax may result in a fraction 
of a cent, and the retailer may adjust 
to the nearest penny. However, the 
tax must be computed on the basis of 
the entire sale in the event that more 
than one bulb is sold. Retailers can- 
not refuse to sell more than one bulb 
at a time solely for the purpose of 
collecting more excise tax. 
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An Example 


For example: On a ten cent bulb, 
there may be an excise tax of six 
tenths of a cent. The consumer would 
pay 11 cents for the bulb. However, 
the consumer can buy two bulbs. The 
tax on the two would be 1.2 cents. 
The consumer would pay 21 cents for 
the two bulbs because the retailer can 
collect only the sum of the fractions 
of cents tax, adjusted to the nearest 
penny—in this case one cent. 


Army Sells $161,165 of 
Batteries for $130 


That an Army depot sold for $130 
unused batteries which cost the U. S. 
Army $161,165, more than a thousand 
times the sale price, was revealed in 
Congress in March by Rep. Cochran 
(D.Mo.). 

The transaction took place at the 
Army’s Ogden depot. The War De- 
partment, the congressman said, made 
no attempt to defend the battery trans- 
action. The salvage officer received 
three lots of dry cell batteries, 93,323, 
which cost the army $161,165. They 
were over-age and somewhat deter 
rated. James M. Harbertson, a civil 
ian employee at the depot offered $80 
for some of them. An outsider paid 
$50 for others. Harbertson sold some 
through salesmen and a Denver, Co! 
concern is reported to have bought 
batch for $20,000 from him. 


» 


Motorola Executive Dead 


Joseph E. Galvin, executive vice 
president of the Galvin Mfg. Co., I 
suddenly in March. He was 44, and a 


brother of President Paul V. Gal 
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Amend Fluorescent 
Fixture Order L-78 HEAVY SHEET STEEL TOP 


Order L-78, governing fluorescent 
lighting fixtures, has been further 
amended to allow the use of metal in 
certain applications previously ineligi- 
‘le and to prohibit the manufacture of 
certain additional types of fixtures 
without specific WPB authorization. 


VENT WITH DAMPER 





ALL WIRING 


FULLY ENCLOSED 
REMOVABLE 


DRIP PAN 
Metal Permitted on Ends 


Under the amendment, metal may 
now be used to close the ends of re- 
flectors and in shields, louvers and 
baffles. Restrictions on use of non- 
ferrous metals contained in other basic 
orders are not affected by this amend- 
ment. Types newly prohibited without 
specific authorization include those de- 


AUTOMATIC OVEN 
TEMPERATURE 


COUNTERBALANCED 


SHELF TYPE DOOR HIGH GRADE 





signed for: 

One tube of any wattage unless the 
fixture is an industrial portable or in- 
dustrial attachable model; a continu- 
ous row of single tubes of any wattage; 
two tubes rated 30 watts apiece or less 
unless the fixture is an industrial port- 
able or an industrial attachable; three 
or more tubes of 30 or less watts 
apiece, and five or more rows of tubes 
of any wattage in either an individual 
fixture or in a continuous row section. 
These are prohibited as being gen- 
erally less essential to the war than 
other models, and authority for their 
production will be granted only when 
it is clearly shown they are required 
for specific orders and where the use 
of other types would be wasteful. 


New Fixtures 


New fixtures may be sold only to 
fill rated orders. With specific WPB 
approval, inventories of completely as- 
sembled fixtures manufactured before 
June 2, 1942, may be sold without 
rating, but fixtures manufactured from 
material in inventory on April 20, 1942, 
may be sold only to fill rated orders. 
Manufacturers who need additional 
metal may file interim CMP 4B appli- 
cations with WPB’s Building Ma- 
terials Division. 


INSULATED OVEN 








MYERS ON LOUISVILLE—One more 
year of war will ruin nearly all retail 
business unless some manufacturing is 
permitted, thinks Walter D. Myers, man- 
ager of electric sales, Louisville Gas & 
Electric Co. Electrical dealers are hold- 
ing on in Louisville, he says, with only 10 
out of 82 out of business. Frigidaire is 
servicing all makes, Althouse Bros. are 
doing general contracting, R. K. Furni- 
ture is diversified as is Bacon & Sons, 
and Beechmont Hardware. Bills Consoli- 
dated sells auto parts. Bomer-Summers 
is in hardware and now sells furniture. 
Daubert Electric is doing contracting. 
Electrical Appliance Stores are now sell- 
ing jewelry. That's the way it goes in 
Louisville. 





This RANGE 





SYNTHETIC 


FOR SERVICE 


has EVERYTHING! 


Whether you’re a high priority 
buyer today or a planner for 
tomorrow, electric cooking and 
Electromaster offer you an un- 
beatable combination: Electric 


ooking—because of its speed, 
cooki beca f it 1 


‘cleanliness, kitchen comfort, and 


efficiency. Electromaster — be- 
cause to all the known advantages 
of electric cooking it adds the 
premium factors of quality man- 


ufacture and sensible price. 


The complete Electromaster 
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story is told for you in our new 
1943-1944 catalog—photo- 
graphs, blueprints, specifica- 
tions, everything. If you have not 
yet received your free copy, send 
the coupon. Handsomely printed 
in three colors, it gives you 
pages of facts about a speedier, 
cleaner, economical method of 


cooking—facts you 





Terese 
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need for wartime 
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TROMASTER 


avy-o 






buying and postwar 


planning. 


Electromaster, Inc. 
Dept. 1-M 
Detroit 31, Mich, 


Name. 


ENAMEL FINISH 


KNOCK OUT PANEL 


Address___ 


Convenient for you! Just sign, attach this cou- 
pon to your letterhead, and mail. The big new 
Electromaster catalog will reach you promptly. 
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When bomb bay doors “open for business” over Nazi 
industrial centers, it’s a good bet that some enemy 
factories will be “‘closed for repairs” for some time to 
come ... perhaps forever. These telling blows are being 
delivered on schedule by American bombers in a perfect 
demonstration of teamwork and technique. 


To help pilot and crew perform efficiently, the Delco 
electric motors that you in the appliance industry are 
doing without open bomb bay doors, actuate instruments, 
drive fuel pumps, windshield wipers and machine gun 
mounts. These compact, lightweight motors are built with 
extreme care and precision to meet air-borne require- 
ments. They represent the full application of Delco 
Products’ engineering and manufacturing experience as a 
leading producer of dependable electric motors for you... 
promise even finer Delco motors to power the appliances 
of the future. Delco Products Division, General Motors 
Corporation, Dayton, Ohio. 


Bring Victory Closer! BUY EXTRA BONDS 


DELCO MOTORS 


DELCO PRODUCTS pivision of GENERAL MOTORS 
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JUNGLE LAUNDRY—As soon as they got hold of a washing machine, American 


troops at U. S. Army headquarters in New Guinea set up their own "Sno-White 
Laundry—Service Supreme". Giving the service are: Technician O. O. Peterson, 
Union Mill, Ind.; Pfe. Wm. Grant, Long Island; technician Bernard G. Bourke, Cin- 
cinnati, O.; Pfc. Eugenio Benavides, Rome, Texas; Paul Langham, Altoona, Pa., and 


Sgt. Rupert Altizer, Longon, W. Va. 





Hotpoint Switching 
Advertising Appeal 


Appliance retailers anticipating the 
many problems they face in post-war, 
changing business procedures from 
wartime activities to appliance selling, 
will be interested in the technique by 
which Hotpoint is preparing for transi- 
tion of its wartime advertising theme. 

Changing from the “Bondwagon” 
appeal, the new emphasis is being 
placed on details of post-war electric 
kitchen design, according to H. E. 
Warren, advertising manager. This 
permits a continuance of the “Buy 
Bonds” appeal, but brings new em- 
phasis to the “Plan Now for that 
Electric Kitchen” appeal which must 
be used now to keep interest alive, he 
said. 

Speaking before a sales. division 
planning conference of Edison G. E. 
Appliance Co., Mr. Warren pointed 
out that War Bond advertising of in- 
dustrial concerns has gained the great- 
est popularity of any type of advertis- 
ing, according to recent consumer 
surveys. However, Hotpoint adver- 
tising, which has carried this theme 
throughout the war, is now shifting 
the emphasis to tie in more closely 
with the aims of its dealers, while re- 
taining the basic theme, he said. 

“When we pioneered the copy theme 
‘save with War Bonds for that kitchen 
tomorrow,’ we were aiming at the 
strongest self-interest motive we know 
of :for Bond buying. Now, after es- 
tablishing the electric kitchen as the 
reward for Bond buying by more than 
two years of repetition, a fresh and 
stronger appeal is being added, so 
that our new messages tell more about 
the kitchens which will be available 
in postwar. We feel that this is a 
natural development of the copy 
theme, and adds new vigor and in- 
creased interest to the series.’ 


Cutaway Technique Used 


“Our new advertising will feature 
the use of a cutaway technique, long a 
favorite method of the national pic- 
ture magazines to portray construction 
detail. In using it in kitchen adver- 
tising for the first time, we are able to 
make Hotpoint messages distinct from 
those of floor coverings and othe 
products using modern kitchen pic- 


tures in their advertising.” 

While Hotpoint is not making any 
new equipment, Warren noted that the 
pictures now being used _ represent 
equipment that is modern—shown in 





H. E. WARREN 


newly designed kitchens while the 
cutaway drawing is shadowed into the 
layout below to show the working part. 
Brief copy mentions the kitchens as 
“the one you have been saving for 
with War Bonds,” saying it will be 
ready after the war. Each advertise- 
ment carries a coupon for a planning 
guide. “Your Next Kitchen by Hot- 
point.” A personalized kitchen layout 
can be ordered by using a blank floor 
plan included in the booklet. These 
plans are made to order by Hotpoint 
kitchen architects for a fee. 


Emerson Radio Favors 
Old Line Retailers 


Pent up demand for radios and ap- 
pliances has attracted prospective deal- 
ers from many unrelated fields, 
Charles Robbins, vice president of 
Emerson Radio & Phonograph Corp., 
recently pointed out. 

In the postwar period the demand 
will greatly exceed the supply, he said, 
available radios should be channeled 
to those dealers who have had a stake 
in this business for many years nd 
during the war have performed heroic 
service in keeping them in use. 

Mr. Robbins believes that dea’ers 
should prepare for postwar sales DY 
modernizing their stores and by tre n- 
ing sales personnel. 
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AVOID USELESS EXTRA WRAPPINGS! 


iZ aper ts P rectous 


RAPPING, like a lot of other business practices, is desirable, and useful. But in 


times like these, when every single piece of paper is a precious piece of war 


material, wrappings should be mighty carefully examined in terms of their 
ultimate importance. 


Such wastes mount into big national figures. 
So why not check your wrapping policies? Look into the whole procedure to 
see how you can cut down on the use of paper; yes, and on the use of equally precious 
paper board. 
Only if every merchant makes a serious study of his store’s paper use and prac- 
tices the most rigid economy, can we hope to help the War Production Board put 
over its great coast-to-coast paper conservation drive and supply the paper and the 
paper board our invasion forces need. 


If you have no Paper Conservation Committee in your community, why not 
get one started now? 


A paper wrapping around a boxed product is truly a waste of paper these days. 





é 
. 8 





USE LESS PAPER BECAUSE 


Multiwall paper bags are used extensively 
in shipping flour and dehydrated foods. 
All openings and exposed surfaces of 
tanks are sealed with paper for shipping. 


Submachine guns are not only paper- 
wrapped but boxed in paper board. Shell 
grommets, bomb rings and practice bomb 
fins are made of paper to save needed 
steel. 


Gas-mask canisters and hand-grenade con- 
tainers are made of paper. 


Paper is used in camouflage strips and 
netting and’ parachutes. 


USE LESS PAPER THESE WAYS 


Eliminate fancy wrappings. Special gift 
wrappings, holiday wrappings should be 
used only if they replace and do not sup- 
plement regular wrappings. Such wrap- 
pings should be saved for re-use next year. 


In the large stores and in the chains and 
groups of stores, management should en- 
list wrappers in the campaign, urging 
them to experiment with wrapping tricks 
which will save paper. 


The sole test of the essentiality of any 
wrapping to any retail operation should 
be: “Is it needed to protect the merchan- 
dise ?” 





This advertisement prepared under the auspices of the War Advertising Council in 
co-operation with the Office of War Information and the War Production Board. 


LETS ALL USE LESS PAPER 


. 














Space for this advertisement contributed by ELECTRICAL MERCHANDISING 
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A Write for a copy of “How to Get Real Profits in 


Postwar Heating”, a booklet which tells how the 
demand for automatic oil heat in small homes can 


make real profit for you. 


Contact your nearest H. C. Little Burner Co. direct 


factory representative for ideas on how to merchan- 
dise automatic oil heat. We'll gladly furnish his name. 


Review the entire proposition in terms of your set-up. 


Compare the equipment of competitive manufacturers. 
We urge this because the H. C. Little record of pre- 
war sales and postwar potential looks even better 
when viewed in a competitive light, for... 


———_ 


2% 





H. 
LEADS THE OIL-HEATING 


Cc. LITTLE 


FIELD 


WITH THE ONLY AUTOMATIC VAPORIZING TYPE 
OIL BURNER EMPLOYING ELECTRIC IGNITION 


D Get a priority on future profit by securing an H. C. 


Little franchise for your community. 


Absorb all the H. C. Little product knowledge and 
sales ammunition you Can, as soon as you can. 


Then, begin your pre-selling. 816,000 families report 
that they intend to install new heating equipment 
within six months after the war.* You can start 


selling them today. 


Jahe That First Step Right Nou! 


Send for a copy of “How to Get 
Real Profits in Postwar Heating.” 


H.C. LITTLE 
BURNER CO. 


San Rafael, Calif. 


(Branches in Principal Cities) 









oe 7 60? name 
“ 081. wae Otenee 


*From recent U.S. Chamber of Com- 
merce figures on postwar demand. 








DISCUSS POST-WAR EXPANSION—Eric Johnston, president of the United States 


Chamber of C ce (left) di 





prospects for expansion in the household 


appliance field with Howard E. Blood, president and general manager of Norge 
(center) and M. G. O'Harra, vice-president in charge of sales for Norge. Johnston 
is a Norge distributor in Spokane, Wash. Shot was taken when he addressed Detroit's 


Economic Club 


m. A. Se 








Frigidaire Frozen 
Food Packaging Kit 


“Something new” in the home 
freezer field is Frigidaire’s Frozen 
Food Packaging Kit, which provédes 
proper materials for packaging every- 
thing in the home freezer, from juices 
and berries to chicken and roasts. 

The kit is a carefully planned assort- 
ment of cellophane-lined boxes, cello- 
phane bags, roll cellophane, stockinette, 
and other approved packaging ma- 
terials. 

“We emphasize the words ‘approved 
packaging materials’,” says P. M. 
Bratten, general sales manager of 
Frigidaire Division of General Motors. 
“Extensive surveys conducted as part 
of our continuous food research pro- 
gram have shown us that many people 
are not getting as perfect results from 
their home freezers as they might be 
—simply because they are not pack- 
aging food properly before storing it. 

Material enough for approximately 
175 items is contained in the new kit. 
Included are 75 pint and 40 quart 
cellophane-lined boxes, a 100 ft. roll 
of 18 in. cellophane, 15 large cello- 
phane bags; a 50 ft. roll of stockinette, 
and a ball of twine. All cellophane is 
moisture-vapor-proof type. 

The kit will be distributed through 
Frigidaire dealers. 


Instruction Folder 


Packaging instructions are given in 
a folder which illustrates each succes- 
sive packaging step with a closeup 
photograph. This folder is designed 
to serve both for user-instruction and 





Frigidaire's new frozen food packaging 
kit contains all the necessary materials 
to wrap frozen foods, with instructions 
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as a piece of literature to sell the kit. 

There has long been a need for a 
simple and easy method of telling what 
is stored in the home freezer and 
where. To provide this convenience 
for users, an inventory record book 
was prepared which has ample space 
for recording the description of food 
stored, the date, quantity, where stored 
and removal record. 


New Booklet on 
Water Systems 


“Step Up, Speed Up, Your Food 
Production With Running Water” is 
the title of the 1944 promotional book- 
let issued by the Electric Water Sys- 
tems Council for distribution among 
farmers. 

Farmers are told how running water 
speeds up the production of beef, pork, 
and mutton and how more milk can be 
produced with less labor when water 
is piped to the dairy barn. The ad- 
vantages of running water to the poul- 
try farmer are explained. There is 
also a section on running water as a 
means of increasing the production 
of vegetables and the importance of 
running water for fire protection. 

Farmers are also reminded of the 
importance of keeping every water 
system in good repair. In this con- 
nection reference is made to the book- 
let issued last year entitled “Timely 
Tips on Wartime Care and Mainte- 
nance of Electric Farm Pumps and 
Water Systems.” For copies of this 
booklet, farmers are referred to their 
dealers. 

Dealers can obtain copies of both 
booklets in quantity from the manu- 
facturers of electric farm pumps and 
water systems participating in the 
Council’s program. 


Hoover Opens 
Zanesville, O. Plant 


Additional plant facilities have been 
obtained by the Hoover Co., North 
Canton, Ohio, vacuum cleaner manu- 
facturers, at Zanesville, Ohio. Thi 
factory occupied will ultimately em 
ploy around 1,500 people. The pla’ 
will be devoted 100 percent to w 
work, chiefly die cast magnesium air- 
craft parts. A $200,000 contract ‘s 
involved. 
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New Parts Jobbers Officers 


fi BOO) 







e 
e 

2% 

* 





m. A. Schwefel of the R. & S. Co., 
ilwaukee, was elected president of the 
ppliance Parts Jobbers Association. 


C. E Sundberg of Chicago will 
carry on as vice president of the or- 
ganization. 


Parts Jobbers to 
ssue Uniform Catalog 


Progress was made toward produc- 
ion of a uniform catalog of all parts 
pt the April 21-22 meeting of the Ap- 
liance Parts Jobbers Association at 


For Automatic Control of Current and 


he Morrison Hotel in Chicago. 


ected members of the association. 










Wm. A. Schwefel of the R. & S. Co., 
{ilwaukee, was elected president; 


’. E. Sundberg, Chicago, vice presi- 


ent; Charles Fish, Youngstown, Ohio, 
ice president; Lou M. Pearsol, Cleve- 


and, and Gordon Adler, Detroit, con- 


nue as directors. 

Some 34 members were present and 
3 manufacturers’ representatives made 
eservations, 

Two new members, Charles B. 
fattis of Good Housekeeping Shops, 
joston, and C. P. O’Dell of O'Dell 
arts and Service Co., Wichita, were 


New member C. P. O'Dell of O'Dell 
Parts and Service Co., Wichita, joined 
the ranks at the Chicago meeting. 
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ENDIX GLAMOUR—J. S. Sayre, president of Bendix Home Appliances, Inc., puts 
*" @ Bendix home laundry demonstration for none other than Dorothy Lamour, the 
“rong girl, at the recent commercial section meeting of the Edison Electric Institute 
" Chicago. From the looks of it, Dotty is doing the demonstrating and, for our 
Money, is doing a swell job. 
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MICRO. 


Temperature in Electrical Apparatus 


= If you have an application that calls for maintaining 


temperature, current, or both, within certain prede- 
termined limits, you will find the Micro Switch TEMP COP 
reliable and useful. 


The Micro Switch TEMP COP is a snap-acting, thermostatic 
contactor, which has been widely used to protect electric mo- 
tors from excessive current and temperature. It is now finding 
additional uses, such as maintenance of uniform temperatures 
and operation of warning signals on temperatures above and 
below specified limits. 


Two separate bimetal elements are used in the TEMP COP. 
One is principally responsive to current, the other to tem- 
perature only. A wide range of response to current and tem- 
perature is made possible by the selection of bimetal elements 
to meet specific applications. 


The Micro Switch TEMP COP is available in either automatic 
re-cycling or manual reset types. Let us show you how the 
TEMP COP may be just what you have been looking for to 
meet your temperature or current control problems. Write 
Micro Switch today. 


Micro Switch Corporation, Free- 
port, Illinois « Branches: 43 East 
Ohio Street, Chicago (11) » 4900 
Euclid Avenue, Cleveland (3) « 
11 Park Place, New York City 
(7) « 1709 W. 8th St., Los An- 
geles (14) + Sales & Engineering 
Offices: Boston « Hartford + 
Portland, Ore. + Dallas, Tex. 


LET’S ALL 
BACK THE ATTACK— 
BUY EXTRA WAR BONDS 


MS SWITCH 











They can't buy new Voss Washers today but the 30,000,000 
readers of Saturday Evening Post, Better Homes and Gardens, 


Parents’ Magazine and Successful Farming are being reminded 
by Voss advertising that "Voss Washers with Electro Safe 
Wringer (the World's Safest) will be back when Victory is 
won." And they'll not only know Voss Quality and Voss Fea- 
tures but they'll be able to buy a Voss with that war bond cash! 


Voss advertising will directly benefit you. 
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DELIVERY ? 





In addition to our government contracts for Wireless and 
Telegraph Instruments we have a factory stock of most all of 
these items for immediate shipment on orders with AA-5 or 
higher rating. 


SIGNAL PORTABLE ELECTRIC DRILLS 


OB-8 light duty %”, OB-4 standard duty %”" 
and OB-5 standard duty 42”. . 
on A-9 or higher rated orders. 





V-318 


SIGNAL ELECTRIC MFG. CO., Menominee, Mich. 


Offices in all Principal Cities 


112 











RATING? 


HERE'S THE INFORMATION ON 
THESE SIGNAL PRODUCTS 


Telegraph and 
Wireless Keys 






. are obtainable / 


VENT AND EXHAUST FANS 


Ventilating and exhaust fans, available on orders 
as follows: 10” through 16”. Send executed Form 
WPB-1319 (formerly PD-556) to us. 18” through 
AA-5 or higher rating. 


























Aviation Corp. Enters 
Appliance Business 


Reilly Leaves AMC 
to Join Company 


The Aviation Corp. has announced 
appointment of Col. Philip J. Reilly, 
managing director of the Asscciated 
Merchandising Corp., to head a «‘istri- 
bution program for the corporation’s 
planned postwar production of house- 
hold appliances, 

William F. Wise, executive vice- 
president of The Aviation Corp., in 


making the announcement, said: “The . 


household appliance manufacturing 
plan will supplement the corporation’s 
over-all aircraft parts production, and 
will broadly diversify postwar opera- 
tions,” 

In 1943 The Aviation Corporation 
delivered $72,000,000 worth of engines, 
propellors, precision parts and other 
materials of war. The backlog of un- 
filled orders at the beginning of 1944 
amounted to $79,000,000. 

Associated Merchandising Corp. is 
an organization of 23 major retail 
stores with a combined 1943 business 
volume of $600,000,000. It also con- 
ducts a large import and export busi- 
ness with foreign markets. 

Aviation Corp. plans production 
after the war of ranges, heaters, re- 
frigerators, deep freezers, wheel goods, 
and electronic devices, Wise announced. 
It will continue to make diversified 
aircraft products, including engines, 
propellors and precision parts. 

Dr. A. J. Snow, former technical di- 
rector for Sears Roebuck & Co., was 
retained by Avco last year to investi- 
gate markets for postwar consumer 
goods. He will continue development 
work in cooperation with Col. Reilly, 
Wise said. 


Milwaukee Group Starts 
"Plan Your Home Club" 


A post-war home building program, 
known as the “Plan Your Home 
Club”? recently was launched by The 
Electrical League of Milwaukee. At 
the initial meeting held in the Public 
Service Building auditorium, 600 Mil- 
waukee residents, already actively 
thinking in terms of new and better 
homes when the war is won, were 
enrolled in the club and Bruno Barg, 
league president, confidently expects 
the membership soon will exceed 1,000 
potential postwar home builders. 


Post-War Home Plans 


The primary purpose of the club is 
to provide interested families with 
complete information at this time so 
they will be fully prepared at the 
conclusion of the war to make prompt 
decisions on the many problems natur- 
ally arising when they build, buy and 
finance a home—or modernize their 
present home. The new service assists 
them to get off on the right foot, 
beginning with a plan of financing, 
and then sees the families all the way 
through to the end, right down to the 
planting of the last shrub in the yard, 
according to N. C. Christopherson, 
secretary of the league. 

Sponsored by the Boston Store, the 
local utility, American Institute of 
Architects, and Marshall & Ilsley 
Bank, the program got under way 
with the issue of an interesting book- 
let outlining the club’s plan to present 
a series of discussions in open forum, 
each led by an authority in his field, 
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covering the problems facing prospec. 
tive owners of new homes. Subjects 
now projected include financing, loca. 
tion, modern design and construction, 
Other subjects are wiring and light. 
ing, kitchen and laundry layouts 
heating and air conditioning, interior 
decoration, home furnishing, and 
landscaping. 


George Conover Promoted 
By Philadelphia Electric Co. 


George R. Conover was elected vice. 
president in charge of personnel and 
public relations of the Philadelphia 
Electric Co., at a meeting of the Board 
of Directors held April 25. The an- 
nouncement was made by the presi- 
dent of the company, Horace P. 
Liversidge. 





GEORGE R. CONOVER 


Mr. Conover, a registered electrical 
engineer, spent ten years with the 
Public Service Electric and Gas Co. 
of New Jersey and in 1929 became 
managing director of The Electrical 
Association of Philadelphia. The mem- 
bership and activities of the Associa- 
tion rapidly increased under his lead- 
ership until it embraced a cross-sec- 
tion of the entire electrical industry 
in Bucks, Chester, Delaware, Mont- 
gomery, and Philadelphia counties. 

He remained with The Electrical 
Association until April 1, 1939, when 
he was made Manager of Public Rela- 
tions of Philadelphia Electric. 

On March 1, 1942, when the utility's 
Public Relations and Personnel De- 
partments were combined, he was ap- 
pointed manager of the new depart- 
ment. He held that position at the 
time of his latest appointment. _ 

Mr. Conover is well known for his 
active participation in civic and indus- 
try undertakings. He is past presi 
dent of the Electrical League of New 
Jersey and of the International Asso 
ciation of Electrical Leagues. He is 
a winner of the Edison Electric In- 
stitute Grand National Award, Legion 
of Honor. 


Bruce Donaldson Named 
By Canadian General Electric 


Bruce Donaldson has been named 
manager of the appliance division © 
the Canadian General Electric Co. Ltd 
in the Vancouver, B. C., district. Mr. 
Donaldson joined the company in 1926 
He has been in charge of the laundry 
equipment division, and the G.E. Home 
Bureau at the head office in Toront 
since 1937. 
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See Post-War Applications 
For Midget Plane Heater 


A tiny 21l-pound furnace, having 
enough heat capacity for a 20-room 
house and of a type now being put in 
yse in military aircraft, was demon- 
strated recently at a press preview in 
New York City, and its possibilities 
for other applications, including post- 
war household heating, were discussed 
by Lynn A. Williams, Jr., vice presi- 
dent in charge of the Heater Div. of 
tewart-Warner Corp. 


io 


the 
No Models Built Yet 


Mr. Williams emphasized the fact 
that as yet there are not post-war 


home heating models built on the new . 


principles, since all efforts and facili- 
ties are devoted to military needs. 
However, he said the experience in 
developing small, light-weight heating 
units has put his company within strik- 
ing distance of revolutionary heating 
units for use in houses of the future. 
He pointed out that the heater demon- 
strated, which is about the size of an 
ofice waste basket, was light enough 
and small enough to be hung from the 
rafters of an ordinary house, thus 
being in an out of the way position in 
the attic and providing greater space 
for living in the rest of the house. 
Smaller units are capable of being sup- 
plied—one to each room with indi- 
vidual thermostat controls. 

There are three principles, accord- 
ing to Mr. Williams, which are mainly 
responsible for the fact that a heating 
plant about the size of a waste basket 
develops enough heat to take care of a 
good-sized house. The first of these 
principles is that the new-type heater 
wes the accelerating flow, spiral heat 
exchanger design. The second is that 
the heater is completely hermetically 
sealed. And, finally, the “South 
Wind” heater uses a very efficient and 
small combustion chamber or firepot, 
and still is able to burn up the fuel 
at very high efficiency. 


Post-War House Heating 


“We have been asked about the pos- 
sibility of applying these heaters, or 
more particularly, these principles, to 
other uses—thinking, of course, of 
te post-war period,” said Mr. Wil- 
lams. “One of the possibilities for 
houses is the use of a number of very 
small heaters, one for each room. For 
txample, it is possible to make a 
mater eight inches in diameter and 
tine inches high, having its own fan 
and blower all complete as one unit, 
and capable of heating one room of a 
house. Each heater can be provided 
with its own room thermostat, so that 
tach room can be kept at the most 
desirable temperature. 

_ “For example, during the day the 
ving room may be kept at 70 deg. 
and the bedrooms at 50 deg. At night 
he living room might be turned down 
© 0 deg. With this size heater, it is 
conceivable that it might be recessed 
ito the wall or perhaps in the inter- 
space under the floor or in the ceiling. 
With such an arrangement, the hot 
ar coul 1 be delivered through the wall 
*r ceiling space, thus warming the 
Wall or ceiling or floor and delivering 
the hot air through small openings at 
me far end. Thus, radiant heating 
ould be provided along with hot air 
Atating. 

if such a heating were also of a 
Ye which might be used in an auto- 
“ ile, then the mass production of 
“at market would make possible a 
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S-W DE-ICER—This little de-icer (the 
one at the left), now used by the army 
and navy for anti-icing purposes on large 
aircraft, is Stewart-Warner's gasoline- 
burning “South Wind" heater Model 911. 
Capable of producing 200,000 BTU's of 
heat per hour, this compact unit, weighs 
less than 25 pounds and furnishes more 
than enough heat to warm a 20-room 
house. 


cost low enough to permit Stewart- 
Warner’s supplying heating equipment 
for a house at a price, assuming 
general pre-war price levels, of $20 to 
$30 a rooth, including a thermostat. 
I do not know that this can be done, 
but I do not yet know of any reason 
why it cannot be done. 

“Another possibility is that a heater 
like our 200,000 B.tu.’s per hour 
“South Wind” might be mounted in 
the attic. It is light enough so that it 
could be hung from the rafters up out 
of the way. If then the roof were 
insulated, the entire attic space might 
be filled with hot air by this heater, 
and under such a pressure that the 
air could be discharged downward by 
ducts or through the walls into all 
portions of the house. A heater of 
this size would be sufficient in most 
climates for an ordinary ten-room 
house.” 


Bob Hope Tops in 
Radio Popularity 


Because popularity ratings are in- 
dexes to radio listening, recent ratings 
by C. E. Hooper, Inc., are of interest 
to dealers. 

Bob Hope tops the first 15 even- 
ing network programs, with Fibber 
McGee and Molly second, Charlie 
McCarthy, third. The others place in 
this order: Radio Theater; Walter 
Winchell; Joan Davis-Jack Haley; 
Mr. District Attorney; Screen Guild 
Players; Jack Benny; Abbott & Con- 
tello; Aldrich Family; Take It or 
Leave It; Frank Morgan-Fannie 
Brice; Fred Allen; Bing Crosby. 

Average sets in use are reported as 
32.0 down 0.4 from the last report, 
and down 1.2 from a year ago. The 
largest number of child listeners -fol- 
lowed Terry and the Pirates, largest 
number of men Walter Winchell, 
women, Saturday Night Serenade.. 

Only programs broadcast under 
Eastern Time were kept. 














A nil 
When unrestricted production for civil- 
ian requirements is resumed, “American 
Beauty” electric flat irons will again be 


available in many of the better stores 


everywhere. 


The name “American Beauty” has long 
been accepted as a symbol of quality 
on an electric heating device. In the 
years to come this acceptance will be 
sustained through adherence to those 
high standards of construction and 
design that have been maintained dur- 


ing the past half-century. 


For Excellence in 
War Production 


Dibtitaaceiy Beauty 


AMERICAN ELECTRICAL HEATER COMPANY 
Detroit.2.Michigan 
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Recognized QUALITY 
National ADVERTISING 
Generous PROFITS 


AT YOUR JOBBERS—NOW! 
HILL-SHAW CO., CHICAGO, ILL. 




































































® For a dependable source of electricity on 
projects remote from commercial power, Onan 
Electric Plants are proven leaders in the field. 
More than half of the Armed Forces’ total re- 
quirements for Power Plants are built by Onan. 


Gasoline driven...... Single unit, compact de- 
_ reer Sturdy construction....... Suitable 
for mobile, stationary or emergency service. 

Over 65 models, ranging in sizes from 350 to 
35,000 watts, 50 to 800 cycles, 110 to 660 volts, 
A.C.—6 to 4000 volts, 
dual A.C.-D.C, output types. 


Descriptive literature sent 
promptly on request. 


D. W. ONAN & SONS, 


Minneapolis 5, Minn. 




















McLean announced, recently placed an 
order with General Electric for post- 
war delivery of complete equipment 
for a 40-kw. television station to be 
located in the Daily News building, 
New York. 


Low Cost Receivers 


The prediction of new low costs in 
home television receivers was made by 
A. A. Brandt, general sales manager 
of the Electronic Dept. He said, in 
part: 

“We fully realize the nécessity of 
providing the public with high quality 
television receivers at popular prices. 
And, when we say “popular prices,” 
we do not mean four—five—or six 
hundred dollar merchandise. From 
present indications, it appears possible 
to produce television receivers post- 
war with excellent performance at 
prices around the $200.00 bracket, based 
on prewar levels. Price increases post- 
war, as talked about currently in many 
newspapers, range from 25% to 40%.” 

“The lowest priced television re- 
ceivers will undoubtedly incorporate 
fewer services. The higher priced 
models will incorporate such additional 
services as the standard and FM broad- 


| cast bands, International short wave, 


and the phonograph with automatic 
record changer.” ' 

“Our television receiver line will 
consist of both direct view models and 
projection models. The direct view 
models employing, for example, a 12- 
inch tube will be in the relatively inex- 
pensive price range. We anticipate 


Post-War Television 
CONTINUED FROM PAGE 23 





G-E TELEVISION HIGHLIGHTS 


I—G.E. engineers have invented a 
revolutionary electronic tube, now being 
widely used in war applications, which 
will make possible radio relaying of tele- 
vision and FM radio programs for quick 
post-war expansion of these services. The 
disc-seal type of tube has made possible 
the development of a large new family 
of ultra-high frequency tubes which now 
operate in parts of the frequency spec- 
trum impractical of use before the war. 


2—The company has just instituted a 
reservation plan for the purchase of post- 
war television broadcasting equipment. 


3—G.E. is planning to install an experi- 
mental “two-way” television relay network 
between New York and Schenectady as 
soon as manpower and materials are 
available. This will involve four ultra- 
high frequency radio interchange of 
programs between Schenectady and New 
York. G.E. has been relaying New York 
television programs to Schenectady for 
four years. 

4—General Electric plans to make new 
type television receivers available to mar- 
kets where television broadcast services 
now exist as soon as government authori- 
zation allows. G.E.'s television receiver 
line will- consist of both direct and pro- 
jection view models. 

5—G.E. will supply complete television 
broadcasting system equipment. 
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such a design because experience jnqj. 
cates it will insure the viewer excellen; 
picture contrast and definition. [f , 
larger picture were provided in th 
lower priced merchandise, we wou) 
have to sacrifice picture quality to some 
extent over that obtainable with ; 
direct view tube,” 

“The higher priced television set; 
for the home will undoubtedly be de. 
signed with a projection tube that will 
provide an excellent picture up to 18 
by 24 inches. Satisfactory projection 
type television sets are inherently more 
expensive to produce.” 

“We plan to make new type tele. 
vision receivers available to the mar. 
kets, where television broadcast ser. 
ices now exist, as soon as government 
authorization allows us to do so. This 
is a large market and will provide a 
adequate “jumping-off” point for a 
good start in the full and orderly de 
velopment of the industry.” 


How Much For Wiring? 


N adequate wiring appraisal chart 
is being developed by the aée- 
quate wiring committee of the Pacific 
Coast Electrical Association, of which 
H. C. Rice, merchandise manager oi 
the Southern California Edison Co. is 
chairman. The chart is intended to 
meet the needs of appraisers an 
financial consultants of building and 
loan companies and banks who now 
have no means for checking the amoun 
that should be allowed for an adequatg 
wiring job in a house for which the 
loan money. When completed it wil 
show in a simple graphic way how 
much should be alloted fo cover esset 
tial wiring features in homes costing 
not more than $8,000. It is presume 
that houses costing more than tha 
amount will be in the hands of archi 
tects or building engineers who wil 
provide more adequate wiring. 


4 Percent for Wiring 


The basis for the chart is an over-a 
allotment of 4 percent of the buildin 
cost total for the wiring. This woulf 
mean $200 allotted to wiring in a hom 
costing $5,000, or $320 in an $8, 
home. The various factors to be com 
sidered by the appraiser in allocatis 
money for the loan are given po! 
ratings which are translated into dolla 
values under each classification | 
home price. Under this system, © 
basic main service gets 4 of a 10% 
of 400 points, or 50 points. Light! 
wiring gets another 50 points. Oth 
items checked are switch wiring, © 
venience outlet wiring, doorbel 
range wiring, water heater wiring # 
bathroom heater and wiring. 

The chart is still being develop 
but building and loan companies W’ 
have been informed of the plan hav 
already expressed their interest t 
idea as a protection for their inves 
ments. 
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What Californians 
Want in the Kitchen 


OME demonstration workers with 

the University of California Ex- 

ension Service spend the greater part | 

f their time talking to rural house- 

wives on the subject of their home 

* problems. Therefore, when Miss Clari- 
ii ‘ bel Nye, California state home demon- 
. stration leader, addressed members of 














Pom the San Francisco Pot and Kettle Club ‘ 

ie recently, on the subject of what house- 

th rs wives do and do not like about home 

,; equipment, she was able to report 
directly for the farmers’ wives of 32 

; “ counties. 

t will 

to 18 Economists’ Report 

action ; 

eon Among the observations reported by 
. the staff of 36 economists and home 

tele. demonstrators who work under her 

ier. in covering this area were the follow- 

ions ing pertinent comments : 

ment Washing Machines — The rural 

This housewife very much desires an auto- 

om matic washer and there is an accumu- 

fee lated demand for such equipment 


ae which will be felt just as soon as appli- 

. ances are once more available. A 
real need in many parts of the state 
where water is hard is for an inexpen- | 
sive built-in water softener which will 











prevent objectionable soap deposit on 
clothes and washer tank. 
chart Dishwashers—Not many own them, 
e ade- but those that have them are eminently | 
Pacific satisfied. Interest has been increas- 
which ing and Miss Nye believes they could | 
ger of be sold after the war in large numbers. | 
Co, is Ironers—In spite of the increasing 
ded to use of this equipment, a great many 
Sand women still do not know how to oper- 
ig and ate them and have some fear of under- 
oO now taking an unfamiliar task. The‘answer | 
amount to this situation is continued and in- | 116 N Delano........ iis atl C harter-- 
dequat creasing demonstrations. She believes | T & T RADIO SERV & RECORD SHOP 
ch they that the floor demonstration conducted | no Be henged Parts 
it wil out among the women, rather than } 701 Hogan .....,..-++ weceeee KF alefay 
iy how from the platform in the one whi Appliane’ 
- essen seal sea taeiiaihi rd eo “s 
; , °707 Jensen Or.........-- 
costing Mixers—Most farm women want a | ‘4 Electric Co 1029 a HEN people in your community need 
esume mixer, but there is need for one with a W 
An tha stronger motor which will handle the | the kind of service you offer to keep 
f arch heavier mixing and beating jobs with- | 










ho wil out the necessity of installing an extra 
power unit. 


Ranges—Oven regulation is much in 


their appliances in order, it’s a habit to 


“Look in the Classified.” 


demand. 
over-al Frozen food storage—This is very 
buildin popular on the farm and will be a pre- | They look for shops that tell them: how 
is woul ferred method of home food preserva- | i. oh i d. | . _ 
1a hom tion after the war. Home canning and | near the s Op 1s ocated, how extensive 1s 
1 $8,0 dehydration could readily be pushed | th . hat h d _ 
be cot out of the picture if a home cold stor- | e service, what hours and evenings open, 
llocatin age unit were developed which could | 
en pol handle the volume of produce required.. | how complete the stock of parts. 
to dolla Quick freeze lockers are now in great | 





need for labor saving helps as has the 
more prosperous home unit. 











ation | demand. Larger units will be needed There’s business in the Classified now, 
tem, t for home storage on the farms to han- 
| a tl © dle greater meat storage. There will | and there will be after the war. Helpful ser- 
Light! be a definite trend toward more home | ; = 
Othe storage of frozen meats and the boom | vice today is insurance that cus- 
ing, co! in frozen foods which was just begin- | F 
joorbel ning when checked by the war will | tomers will come back when you 
iring 4 really develop into a major industry. - 
Price Range—There is need for a again have new products to sell. 
é velope tange of prices in all appliances. There | 
nies W should be cheap editions in every de- 
vlan hat partment to meet the need of the | 
st in . humbler home which has just as much | 
inves 
| 
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WASHING MACHINE 
MANUFACTURERS : 


Ss 
~. CENTRALIZED PARTS JOBBER 


a 
S$ oowe-sr0r sovece oF surety 





COOPERATION ic cur Purpose! 


It is the desire of the Centralized Parts Jobbers to further the 
interests of the washing machine manufacturers by furnishing 
them complete national coverage for the distribution of their 
replacement parts. Through these jobber outlets, the Appliance 
Parts Jobbers Association is offering manufacturers a new type of 
distribution whereby dealers are enabled to obtain repair parts 
quickly and easily, and in this way take care of their customers’ 
requirements promptly. Public goodwill is thus promoted both 
for the manufacturer and the dealer. 


Write for Further Details. 





APPLIANCE PARTS JOBBERS ASS'N, Inc. | 


A National Organization 


1015 Dime Building Detroit 26, Michigan 











In the laboratories beyond Sperti, Inc., techniques have 


ween developed which permit volume production of im- 
proved Hermetic Seals at low cost, safeguarded by unique 


inspection methods 


Though now available only for military production, these 
improved Hermetic Seals will play an important part in 
postwar electronic developments 
Just as Hermetic Seals now protect transformers, condens 
ers, relays and vacuum enclosures for component parts 
against severe field conditions, so, in the future, they will 
protect home electronic equipment and electrical appli 
ances against atmosphe ric changes, dust and moisture that 


lead to deterioration 


Through such advances, Sperti, Inc will offer to appli 


ance distributors and dealers, in the postwar future, new 


and better products new and greater opportunities 





i 
‘\@ 


DEVELOPMENT, MANUFACTURING © 





RESEARCH CINCINNATI, OHIO 
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Note the only merchandise for sale is lamps. How- 
ever, repairs have kept this Nashville firm going nicely. 


RECIPE 


for Survival 


Service on a thousand stokers 
keeps a firm healthy and happy 


LD Uncle Throckmorton used 
to sum up the war between 
the States by saying, ‘We 


weren’t licked, we wuz overpowered,’ ” 
says Jimmy Shannon. 

Nashville, Tenn., where this took 
place is today the scene of another 
great difficulty in that the Shannon 
FJectric Co. isn’t doing the business 
it did in 1935, when it was written up 
in ELECTRICAL MERCHANDISING. In this 
war they haven’t been licked, they have 
been simply overpowered again. 

Jimmy T. Shannon has a career in 
the appliance field as long as a piece 
of rope. He went to General Electric 
in 1910 and was with the Connecticut 
Light & Power Co. from 1912 on. In 
1917 Nashville looked like a good 
place to set up an electric business, 
mostly contracting at that time. He 
ran the gamut of appliances and in 
1935 made a surprising record selling 
stokers, which attracted national at- 
tention. With a slick little store, four 
salesmen, all looked merry as a wed- 
ding bell until the war came. 

When it dawned on a straight 
appliance firm that there was no more 
merchandising to be had, the family 
council met. Jimmy agreed to take a 
job down at Clarksville, Miss., as an 
inspector on army construction. Mrs. 
Jimmy put on her hat and went to 
work in the store. Before her mar- 
riage she had been with a rubber com- 
pany and knew the ropes of business. 

“The first thing we did,” she told 
ELECTRICAL MERCHANDISING, “was to 
move from an $85 a month location 
to a $35 month spot. This in the light 
of events didn’t turn out to be so im- 
portant. ‘Then we counted noses and 
found that we had over 1,000 stokers 
(Stokol) installed in Nashville whose 
owners were willing to pay from $5 


to $7 a year for overhauls, plus so 
much for service calls. Jimmy spent 
all of 1943 in Clarksville, Miss., and 
| almost held the fort alone. 

“Tt was during this year that we 
trotted out the world’s first girl to 
service stokers. She attracted a lot 
of attention. 

“Then Jimmy came back from 
Clarksville after the construction was 
finished and we didn’t see.why we 
couldn’t do a business of repairing 
small appliances. Our first small 
classified ad almost swamped us with 
work. The parts situation wasn’t as 
difficult as might be imagined. Some 
firms such as Toastmaster wanted cer- 
tain parts returned. By shopping 
around in all sources we found that 
we could get parts, from one place 
or another, which was our greatest 
difficulty. If you look over our place 
today you will see no merchandise 
around here except electric light bulbs. 
We make enough of small appliance 
repairs to take care of the rent. The 
stoker business gives us the remaining 
seven-eighths of our income. Stokers 
are sure fire service vehicles since 
they are something people have to 
have.” 

What Mrs. Jimmy didn’t tell was 
the fact that in Nashville dealers are 
faced with red-hot competition from 
the municipal electric plant, which 
competes with its own taxpayers by 
repairing appliances and cutting down 
the little livelihood they can enjoy. 

“Somebody said that adventure is 
something that gave you a pain in the 
neck while it was going on,” Mrs. 
Jimmy says. “The day will probably 
come when I will look back on the 
time I spent running this business as 
something amusing, but now it is 4 
recipe for survival.” 
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Another Allied Line— 


INSULATION 


Keith Simmons, Nashville, took it on when appliances 


went out and has sold 250,000 sq. ft. 


since 


last July with the customer doing the installing 


NE of the troubles in selling an 

electric kitchen to customers is 
the fact that you get there after the 
customer has spent most of his money 
for something else. 

By selling insulation to a man who 
is remodeling, you get in on the 
ground floor and in a position to ad- 
vise him how to nurse his nickels so 
he can have those cabinets when the 
job is finished. This is the way it 
works out, but actually Mark Roe of 
Keith Simmons, Inc., Nashville hard- 
ware store, took on insulation as a 
means of filling in the gap left by 
the departure of appliances. 

Rolls of insulation look strangely 
out of place in a retail store but folks 
who come buzzing around looking for 
hinges, screwdrivers and the like are 
obviously. busy fixing up their place. 

“Why could they not be interested 
ina sales talk that would help them 
save some coal and have a warmer 
home?” asked Aubert F. Biles of the 
appliance department. “Due to the 
loose construction of Nashville homes 
—built in the so-called sunny south— 
enough heat leaks out of buildings to 
force Nashville to burn as much coal 
as a northern city 500 miles further 
up. The story that Nashville can 
keep warmer and burn less coal when 
insulated is just beginning to sink in.” 

At any rate, the boys in the appli- 
ance department had no hesitancy in 
putting the bee on anybody who came 
into the store after any kind of hard- 
ware and to their pleasure they found 


the 
t 


lat insulation responded as quickly 


to good sales presentations as anything 
else. The average customer will buy 
at least 2,000 sq.ft. which makes a total 
bill a fairly major item. 

“We have sold 250,000 sq.ft. since 
last July,” said Mr. Biles. “All of 
our customers have paid cash or have 
paid out in 90 days. In virtually every 
case the customer has installed his own 
insulation which makes it a trouble- 
free proposition. 

The store in the past sold around 
$150,000 worth of appliances annu- 
ally from its 414 Union St. store and 
the one at 4810 Cherrill St. Two men 
who specialized in selling appliances 
have now turned their talents to in- 
sulation. 

Although Keith-Simmons in the 
past was a distributor for Stewart- 
Warner products, nevertheless its re- 
tail store in Union St. sold General 
Electric. Its policy of selling has 
heen to make few outside calls. Cus- 
tomers have been obtained through 
direct mail booklets, literature mailed 
with bills and by means of a girl 
phoning. The store could sell linoleum, 
Mr. Biles said, but resists because the 
wholesale house connected with it has 
sold 20 of the local dealers linoleum 
and it does not wish to compete. 

Incidentally, the store has found that 
57 percent of the women buying re- 
frigerators were prospects for lin- 
oleum. 

Keith-Simmons has been in business 
in Nashville for 50 years and has a 
very large mailing list of old cus- 
tomers. 





All Aubert F. Biles does to sell insulation is to let the customer finger a roll and 
talk about it. 
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Many dealers have been selling Hoover Clean- 
ers since the days of the “horseless carriage” and 
have “grown up” with Hoover. 


In that time, nearly 6 million Hoover Cleaners 
have been sold, making Hoover Number One in the 
market by a wide margin. 

All through the years, from every standpoint... 
engineering, manufacturing, product research, na- 
tional advertising, dealer merchandising, and more 
. .. Hoover has left no stone unturned to maintain 
and lengthen its leadership. 


These days, Hoover is engaged in the production 
of the tools of war, and Hoover advertises to help 
shorten the war, but Hoover will be ready when the 
time comes. 

And, you can count on this to the limit—the 
Hoover franchise will continue to be the “blue rib- 


bon” of them all—the kind that leading merchants 
in every town prefer. 


The HOOVER 


REG. U. S. PAT. OFF. 


IT BEATS...AS IT SWEEPS...AS IT CLEANS 


















THE HOOVER COMPANY 


North Canton, Ohio 


Canada: Hamilton, Ontario « England: Perivale, Greenford, Middlesex 
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OFFERS the MOST 
for THIRST RELIEF 


An OASIS ELECTRIC WATER 
COOLER stands out like a palm-treed 
oasis on the desert as the most welcome 
sight wherever thirst is encountered. 
That's because Oasis coolers are ready 
instantly —24 hours a day—to deliver 
fresh, clear, -healthfully cooled water 
in the most sanitary, easy-to-drink flow 
possible. They provide thirst-relief at 
its hest—and at low cost. 


Dependable performance, perfected 
and proved through EBCO’s 20 years 
of leadership in water cooler design 
and construction, is the key to the grow- 
ing preference for OASIS coolers. They 
are produced in one of the most mod- 
ern, fully equipped plants of its kind. 
Write for details. 


MANUFACTURING COMPANY 
401 W. Town St., Columbus 8, Ohio 








Back the Attack 
Buy More 
War Bonds 







Here's No. T on the Tool 
“Hit Parade” 






Yes, the name “XceLite” is a leader among 
the tools of today—and tomorrow. Combining 
quality workmanship with originality of de- 
sign, XceLite Tools are a “must” in every well 
stocked Included in the 
ideas pioneered by XceLite 
craftsmen are XceLite Screwdrivers with trans- 
parent shock-proof handles . . . XceLite De- 
tachable Head . XeeLite Nut 
Drivers with shock-proof colored handles indi- 
. XeeLite Adjustable Socket 


Wrenches—to name just a few. Many new de- 


tool department. 


many practical 


Wrenches . . 


eating size .. 
velopments are in the making to step-up your 
Today, XeeLite Tools 
available on satisfactory priorities—de- 
livery necessarily delayed by war conditions. 
Write Dept. N. 


postwar sales! most 


are 
Details and prices on request. 


PARK METALWARE CO., INC. 
Orchard Park New York 


QUALITY TOOLS 
PREFERRED BY THE EXPERTS 








Helping Customers 
Plan Kitchens Now 


os CONTINUED FROM PAGE 4 |e 


s 


tion of present homes will be the big 
source of new business. We think 
that a good many housewives have 
already made up their minds to do 
something about their kitchens, or at 
least about the appliances with which 
they have to work. If we could place 
a planning device in their hands real- 
istic enough so that they might actually 
see their present kitchen modernized, 
we might reasonably expect to attain 
three ends: (1) They would see what 
could be done with their kitchens; (2) 
an idea would be implanted in their 
minds; and (3) the completed plan 
would stay with them as a constant 
reminder, 


Kitchen Planning Manual 


With this in mind we set out to 
devise a kitchen planning manual—the 
kitchen being the spot in the home 
where most household appliances are 
concentrated. We knew that the plan 
had to be flexible because every woman 
has pretty definite ideas as to how 
she would like her kitchen to look. The 
manual consists of a number of pages 
of descriptive material plus eight pages 
of model material printed on heavy 
cardbord to a scale of } inch to the 
foot. Sheet 1 is the floor and side 
walls. By making two simple cuts 
the floor plan can be adapted to any 
size kitchen. Sheet 2 provides for 
closets, pantries or other projections 
which may be in the kitchen. On 
Sheet 3 are a variety of doors and 
windows to be cut out and pasted in 
their proper positions on the side walls. 
Sheets 4 to 8 provide all sorts of appli- 
ances, and floor and wall cabinets from 
which a selection may be made. These 
are cut out, folded, and pasted together 
making three - dimensional models 
which may be arranged to suit the 


worker’s fancy. 





With the manual, any housewife may 
plan her kitchen of the future—right 
now! She may readily see her pres- 
ent kitchen fitted with all manner of 
new appliances, and floor and wall cab- 
inets. She may work out a color scheme 
for the whole. With colored crepe 
paper she may make curtains for the 
windows and cloths for the breakfact 
table. Her imagination is the only 
limit. 

It’s beside the point that when the 
time comes to do the actual work of 
modernization she may do the whole 
job at one time, or a little at a time. 

In order to present the manual, a 
novel demonstration has been put to- 
gether. One part illustrates the many 
steps which must be taken in order to 
prepare and bake a cake in a poorly 
planned kitchen. Another part deals 
with the transformation of a dull, drab 
kitchen into a kitchen of shining 
beauty. At the present time demon- 
strations are under way in a number 
of Home Economic classes in city high 
and rural central schools, approaching 
the parents through the students. 
Other demonstrations are in process of 
preparation for women’s clubs, granges 
and similar organizations. 








We Sewe the Extire USA 


W/TH A COMPLETE MODERN LINE oF 
SPACE HEATERS 
USING ALL FUELS IN ALL PRICE BRACKETS 
Cole Hot Blast Space Heaters 
have National Consumer Accept. 
ance, Finest Construction, 
Patented and Special New Fea. 
tures. 
Cole Hot Blast Heaters are ai. 
tractively priced to compete 
favorably with all heaters on the 
market today. Write now for cate. 
log illustrated in full colors. 


Manufacturers of 


GAS - OIL - COAL 
WOOD HEATERS 


GAS - OIL FIRED 
FLOOR FURNACES 


[ VALE 
HOT BLAST £ 


COLE HOT BLAST 
MANUFACTURING CO. 


3108 W. 51st Street, Chicago 32, Illinois 








An IMPORTANT SIGN of the TIMES 








More than fifty leading industrials 
recently expressed their willingness 


to cooperate with scientists of the 
medical school of a leading uni: 
versity who for a year have been 
conducting research along physic 
logical lines. In expressing willing: 
ness to supply information on the 
practical aspects of Verd-A-Ray, 
nearly all voiced praise for the 
product. Medical journals have ac 
cepted for early publication scien 
tific papers proving glare reduction, 
relief from eyestrain and improved 
visual acuity where this lamp i 
used in place of ordinary lamps 
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What’s 
on the fire? 


—for Manning-Bowman 
dealers and distributors 


SFSa 85233 Ins 





A mighty tasty dish, indeed, for the 
post-war market is going to be a 
humdinger. More homes needing new 
electrical appliances than ever be- 
fore. More money to spend. More 
desire for top quality backed by es- 
tablished trade names. 


























After Victory, Manning-Bowman 
will be ready for this marvelous 
market with a line that will mea- 
sure up to Manning-Bowman’s rigid 
pre-war quality standards in every 
way...a line worthy of this com- 
pany’s 87-year-old reputation for su- 
perior New England craftsmanship! 







strials 
\gness 





The Manning-Bowman line will be 





















of the ready for distribution as soon as pos- 
y uni: sible after we get the “green light” 
. heen even though production has been 
going 100% to the armed services. 
yhysio- 

illing: 

on the 

A-Ray, 

or the 

ave ac 

} sciet Hl With such a line PLUS outstanding 
Juction, merchandising and advertising sup- 
roved port...it’s a good bet that Manning- 
P ; Bowman dealers are going to enjoy 
amp 1 & steady, profitable business in the 
lamps. post-war period. 


> Manning-Bowman 
af —Means Best 


MERIDEN, CONN. 






The Successful 
Service Man 


os CONTINUED FROM PAGE 43 





possible, pointing out that his schedule 
is pretty heavy, but that he will arrive 
later in the morning. 


Opportunities by Telephone 


The telephone opens the door to un- 
limited opportunities for every service 
man, and courteous phone technique is 
something every service man can 
master with just a little practice. 

In addition to proper telephone pro- 
cedure, there are other aspects of 
service work that require the tech- 





an efficient service record file is essen- 
tial to provide data on appliance 
models. 

From the doctor comes the pattern 
for three steps in the service man’s 
daily procedure: first, in selecting his 
tools before making a call, the service 
man employs the same thoroughness of 
a doctor in making sure all surgical 


the service man performs diagnoses for 
appliances in a manner comparable to 
a physician probing for human diffi- 
culties. 

The third similarity between doctors 
and service men is that both organize 
daily calls, scheduling them so they 
can keep the largest number of ap- 
pointments with the least amount of 
waste time between calls. 

Our “Four-in-One Guy” film com- 
pages the appliance service man to an 
actor because it is necessary for both 
to make a “hit” with their customers. 
With the service man, it’s the woman 
whose appliance is repaired; with the 
actor, it’s the audience. 

The film points out that topics of 
conversation can include the cus- 
tomer’s “nice, clean linoleum,” “the 
preserves she put up,” “her young- 
sters,” and often a little chat about the 
various electric appliances in the 
kitchen. On many occasions this last 
topic leads to another service job 
while the service man is right on the 
spot. 


Neatness Emphasized 


Another point emphasized in the 
“Four-In-One Guy” film is the impor- 
tance of the service man being neat 
while he’s working and employing 
such practices as spreading a cloth 
down before he takes his tools from his 
kit. Housewives appreciate such 
thoughtfulness. 
remember, according to the script, are 
to use the expressions: good morning, 
please, thank you and goodbye. 

The “Four-in-One Guy” film will 
get across to thousands of service 
people the vital need of being a com- 
bination mechanic, business man, doc- 
tor and actor. This is important not 
only for business today, but for the 
impression on service customers today 
who will be appliance purchasers after 
the war. 





In other words, it’s good business. 
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nique of a business man. For example, | 


instruments are in his bag. Secondly, | 







Chromalox Super- 
Speed range units and 
ports available with- 
out priority — under 
WPB Order L-65. 


EDWIN L. WIEGAND CO. 


7525 Thomas Blivd., Pittsburgh 8, Pa. 








And four things to | 





The {//p} OILIFTER 


avoids fuel tanks 
on the Heater 


You expect your new post-war oil burning heating appliances to 
be fully automatic in operation. But many will even go so far as 
eliminating the fuel tank. 


Instead, they'll have an A-P OILIFTER in place of the standard 
oil control — drawing fuel from a remote bulk storage tank, and 
metering it according to the heater requirements. Then there'll be 
no fuel tanks to keep filled—no oil to handle—no spilling —no 
odors. It will be cleaner, safer, much more convenient. 


A-P OILIFTER is only one of many advanced oil controls devel- 
oped by A-P engineers for your sales advantages in new heater selling. 
You'll want to know more about it. Write for latest bulletins. 


Ap} DEPENDABLE 


OIL CONTROL VALVES 
AUTOMATIC PRODUCTS COMPANY, 2400 N. 32nd St., Milwaukee 10, Wis. 
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It’s RESISTANCE that counts! 


If production of HEAT were the only requirement of a 
good electrical appliance heating element, any one of a 


score of different metals might be used. 

But the heating element must first produce heat by its 
electrical resistance properties; then it must withstand the 
effects of its own heat. In addition, it must resist physical 
and chemical deterioration, in order to stand up through 
long, continuous service. 

Its proved ability to generate required heat and resist 
life-shortening enemies has made NICHROME* the fore- 
most heating element alloy favorite of leading 
manufacturers. 

In the keenly competitive post-war period, be sure you 
handle products which have a profitable sales story of 
dependability and LONG LIFE. Insist upon appliances 
that use NICHROME*—the accepted standard of quality 
in heating elements. 


. ’ e 
Driver - Clarrcs COMPANE 
HARRISON, N. J. 
CHICAGO + DETROIT + CLEVELAND + LOS ANGELES + SAN FRANCISCO + SEATTLE 


It's YOUR future—Make the most of it! 


SPECIAL PURPOSE 
ALLOYS SINCE 1899 


*Trade Mark R 


U. S. Pat. of 











Start now to earn 
the bigger pay in 
electrical repair 


Was there ever such an oppor- 
tunity to get started in electrical 
maintenance and repair—and at 
top-notch wages? Are you ready— 
with experience and ability—to cash in on it? Others are getting just the sort of 
background needed—quick! practical!—to handle the great variety of electrical 
maintenance and repair work TODAY—from this well-known electrical library. 
You can too! 


THE LIBRARY OF ELECTRICAL 
MAINTENANCE AND REPAIR 


5 vols., 1826 pages, 1724 illustrations 


Gives you the “know-how” to tackle any wiring or motor job. Five books show you 
HOW —to install all types of motor and generator units—to inspect and repair 
motor starters and generators—to diagnose motor and generator troubles—to figure 
new windings for old cores, DC and AC windings—to test armature windings, 
test induction motors, etc., etc. One book is full of trouble-shooting charts that show 
quickly symptoms, causes, specific remedies, etc. 


Take the first step toward improving YOUR future 
Mail this coupon TODAY 


No money down—special price—easy payments—FREE trial 








McGRAW-HILL EXAMINATION COUPON 
McGRAW-HILL BOOK CO., 330 W. 42 St., New York 18, N. Y. 


Send me for ten days’ free examination the Electrical Maintenance and Repair 
Library. If satisfactory I will send you $1.00 in 10 days and $2.00 monthly until the 
price of $15.00 is pal If not wanted I will return books postpaid. (To insure prompt 
shipment write plainly and fill in all lines.) 
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Have Something Special For Furniture Trade 





of 5,000 old customers who came to 
its rescue when the shift to furniture 
was made. 

Furniture, they found out, took a lot 
of space. The dentist next door died 
and they took over his offices and 
filled them up with bedroom furniture 
displays. Upstairs and around the 
corner they grabbed room as it became 
vacant and a customer is likely to be 
indoors and outdoors half a dozen 
times if he wants to see all they have 
in stock. 


Kitchen Sink Headquarters 


It was kitchen sinks that really 
gave them a competitive angle that 
brought people in. The Hengeholds 
knew that they couldn’t compete with 
downtown stores on broad lines, so 
they rounded pp the greatest bunch 
of sinks possibly to be found in Cin- 
cinnati. They even employed cabinet 
makers to make wooden bases for the 
sinks, and anyone interested in a sink 
today has had it pretty fairly drummed 
into him that it is worthwhile to run 
over to Mohawk for a peek. The fact 
that the sinks are packed in a cold 
display room as close as herring in 


| a can does not seem to be any hurdle. 


Folks want to look at a lot of sinks 
and there they are. — 

Another idea which Ferd has and 
which he doesn’t dare advertise is an 
offer to make color movies of a wed- 
ding provided the bride and groom 
purchase their furniture of them. Films 
and time don’t cost more than $6 or 


| 37, and one of the boys in the store is 
| an expert movie operator. He dashes 
| over to weddings and takes a film of 


the whole thing, which he presents to 
his customer. The idea is necessarily 
tied up with the purchase of furniture. 

No furniture sales have been on 
time up to the present moment and 
Ferd has had no chance to discover 
what really sells and what doesn’t 
because everything sells. He is con- 
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vinced that to sell furniture you mug 
have a complete line and have it djs. 
played. He is wondering right noy 
as to whether or not the public wou 
like to have him carry borax furniture 


and he is thinking of putting in , 
gaudy display and seeing how folks 


bite on it. 

When he first opened up his furni. 
ture department he took quite a beat. 
ing from a woman operator down the 
street whom he considers Cincinnat;’s 
gréatest furniture salesman. “She wa; 
a genius in greeting the public,” he 
said. ‘When anybody walked into her 
store she immediately thrust out , 
chair and asked them to sit down. |; 
it was hot weather she brought them ; 
glass of cold water in a lily cup, all 
in the most leisurely fashion. Stick. 
ing around she would visit with them 
for a little bit and ask about their 
relatives and friends. She had a poli- 
tician’s memory and could go away 
back in family histories of most of the 
customers who came in. Then, after 
a general chat, during which she drew 
out of them what they were intereste/ 
in she turned the prospect over to a 
salesman. The result of the whole 
thing was that people felt that she 
was so much of a friend of theirs that 
they would not go elsewhere becaus 
they feared they might offend her 
The warmth of her personality was s 
great that even on equal proposition: 
she got the preference. When she 
died, not long ago, our business in- 
mediately picked up and I profited by 
her example.” 

This is the story of the Mohawk 
Electric & Furniture Co. It has shifted 
with the times and when appliances 
comes back will shift with them again 
30th Ferd and his sister Dorothy like 
to sell appliances better than furni- 
ture. “There is so much to talk about,’ 
they say, “and you can work yourseli 
up to a real enthusiasm, which 
more than you can do with furniture.’ 
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Mohawk Electric has always stubbornly stuck to the idea of displaying merch2” 
dise outside on the parkway. They stuck to their guns when arrested and gc! # 
city ordinance passed to back them up. 
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Speeding Up Electric Range Servicing 





—_— 
ity omplaints, with a resulting loss 
of in callbacks and ultimate dis- 
sat tion. Furthermore in this pe- 
rit 1 certain number of customers 


werc bound to move and some of them 
lett » address by which they could 


be followed. 


Pay-As-You-Go Used 


The new plan places all range repair 
work on a pay-as-you-go basis, the 
repairman collecting for the job as it 


is Or, if the customer 
preiers to have the. amount charged, 
she gns for the bill as presented and 
then placed on her next bill for 

with the customary 30-days 
payment. In any case, 
of the bill is made clear 
the time the work is done 
and even if payment is delayed, there 
sno opportunity for doubts or ques- 
tions to creep in, 


mpleted. 


of grace for 
the amount 


her t 
ner at 


The new work sheet is made out in 
triplicate by the man on the job and 
the entire transaction. One 
copy is left with the customer and 
me is returned to the shop and field. 
The original becomes the ledger sheet 
showing amount due, with provision 
for crediting payments in case the 
is charged. From the original 
invoice a payment form is issued show- 
ing name and address and amount due 
and this form is mailed along with 
light, water and garbage bills. This 
is a convenience to the customer who 
can cover all amounts with one check 
or if paying in person can handle all 
bills in one section of the treasurer’s 
ofice. This payment form is made up 
in duplicate and at the end of 30 days, 
if the account is not paid, this duplicate 
copy is turned over to account 
collector. 

About half the customers elect to 
pay for repair work at the time it is 
done. To take care of such transac- 
tions money bags are supplied service 


covers 


amount 


the 
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men, together with $25 in change for 
each man. A report at the end of the 
first five months of the daily invoices 
turned in by the men shows charge 
sales of 53.88 percent and cash sales 
of 46.12 percent. Payments and col- 
lections during this five months’ period 
left but 9.239 percent unpaid. Because 
the customer is left with a complete 
record of the work done, parts used 
and all pertinent facts concerning the 
complaints have been 
entirely eliminated. Credit 
memos and “write-off” slips are now 
practically unknown, 

Providing a daily check on the work 
sheets is the range repairman’s daily 
assignment sheet. This form has a 
place for ticket number, name and ad- 
dress of customer and disposition of 
the call. A code is used to mark in 
such information as that the customer 
is not at home, job not finished, wrong 
address and the like. 


transaction, 
almost 


New System Announced 


When the new system was put into 
effect, announcement was made in the 
utility’s monthly bulletin and also in 
the department’s newspaper advertis- 
ing. Emphasis was placed on the ad- 
vantage to the customer of the 
set-up in the saving of time and the 
The adver- 
tisements pointed out that if the cus- 
tomer did not wish to pay on immedi- 
ate completion of the job, he would 
be sent a statement which fitted into 
the regular teller machines so that all 
utility bills might be paid on one trip 
to the city hall. There was also a 
reminder the WPB regulations require 
an old part to be turned in for every 
one issued. 

Chief result of the new system has 
been an increase in the number of jobs 
handled and a clearing up of the larger 
part of the accumulated accounts in the 
billing department. 


new 


convenience of payment. 





uring parts, pulls them into store. 
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WINDOW DISPLAY—WAR STYLE—Many consumers, under the impression replace- 
ment parts are not available, lay aside broken appliances until a window display like this, 
Proof of this to the Good Housekeeping Shop 
Inc, Red Bank, N. J., came first week of the window display when customers opened 
parts calls with such expressions as “| didn't realize wringer rollers still were made" and 
| never dreamed it was possible to buy a new iron handle." Further, the effectiveness 
of the window carries over for many months. according to the owner of this shop. 
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IMPORTANT NEWS 





APPLIANCE DEALERS 


Whether or not you are selling home 
QUICK FREEZE UNITS you can sell to the 
owners of such units their necessary pack- 
aging materials to wrap or box fruits, vege- 
tables, meat and poultry. 


Interest in home quick freeze units is 
rapidly spreading. Victory gardeners are 
buying them in larger numbers each month. 


Be prepared to supply the proper pack- 
aging materials. You'll build up profitable 
extra business, maintain closer contact with 
potential postwar buyers of home ap- 
pliances and help your regular lines. 


We supply: 1. INNER LINED CONTAINERS 
in pint and quart sizes, providing maximum protec- 
tion for fruits or vegetables before and after freez- 
ing. 2. PAK-SAKS—White Kraft bags lined with 
heat-sealing cellophane. “Family Assortment’ in- 
cludes 150 PAK-SAKS in three sizes: |'/2 pt.; 2!/2 
pt. and 5 qt. 3. FLAV-O-TAINER Bags, cellophane 
lined, 12" x 6" x 22". Hold whole turkey or large 
meat cut. 4. PAK-SURE Locker Paper for wrapping 
meat cuts. 


Send for Samples and Complete Information 


Orders and inquiries resulting from our consumer advertising 
are being turned over to our dealers as rapidly as they are 


received. 


PACKAGING DIVISION 


E. W. Twitchell Incorporated 


788 Public Ledger Building, Philadelphia 6, Pa. 








NO PRIORITIES NEEDED 
TO BUY OR SELL 





les bh 4 





@ 3 Purposes—air cir 
fan—attic ventilator. 


@ Heavy Plywood cabinet-wainut finish. 


@ Long life, continuous duty, remanu- 
factured G.E. motor, 110 volt, A.C.; 
60 cycle. 


© One yeor iron clad guarantee. 
@ Individually boxed with 8 ft. rubber 
cord. 





ORDER NOW! 


We have 1500 only. Ceiling price to 
the wholesale trade is $39.90, f.o.b. 
Detroit, including federal tax. Send 
us your sample order immediately— 
25% required with order. 

















NATIONAL APPLIANCE 
4814 W. Vernor, Detroit (9) Mich. 











Yesterday, Today, 
and Tomorrow 


Yesterday you sold a lot of Ever- 
hots with profit and satisfaction. 


Today those Everhots are in con- 
stant daily use in countless 
homes, bringing good will to you. 


Tomorrow we will start our two 
factories on full production of 
Everhot units, the same day that 
authority to do so shall issue. 


The Swartzbaugh Mfg. Co. 


TOLEDO, OHIO 


EVERHOT 
PRODUCTS 


ROASTERS..HEATERS..APPLIANCES 
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What Will New FREEZ-ALL 
Food Cabinets Look Like? 


We knew that you, as a distributor, would find resistance to dealer sales 
far less with a beautiful line of FREEZ-ALL Home Freeze Food Cabinets. 
So we went to one of America’s outstanding designers to have the FREEZ-ALL 
line designed. The distinctive styling and smooth graceful lines, as shown 


~~ 4 


« 
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dd CABINET 








by the designer's sketch above, will give you 
an idea of the many FREEZ-ALL features that 
will help sales boom. We are now franchising 
distributors for Pelco FREEZ-ALL Food Cabi- 
nets all over America. If your inquiry has not 
been among the many hundreds received, we 
invite you to send it in. 


Prices, discounts, 


model, pictures will be forthcoming immediately. 


FREEZ-ALL food cabinets and Pelco coolers mfg'd 
by Refrigeration Division, 
MFG. CO., 


PORTABLE ELEVATOR 


Bloomington, Minois. Dept. 954 





FOR BETTER 
WORKING CONDITIONS 






































Fan Size CFM. | __H.P. 
2" 3800 | 
30” 7,100 | % 
36” 9000 | % 
36” 10,150 | i | 
42” | 11,300 V4 | 
42” 12,600 "3 
48” | 15,050 A 
48” | 18000 | ¥, 











Lau propeller type 
air circulating fans have many ap- 
plications for providing fresh air in 
confined enclosures — removing 
stale, excessively hot, or dust-laden 
air; fumes; smoke; etc. Available 
on priority ratings for reasonably 
prompt delivery. Plan your re- 
quirements ahead. Now is the 
time to schedule summer installa- 
tions. 


Write us direct or contact your nearest jobber. 

















OF FURNACE BLOWERS j 
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Engineers and fabricators of general Air Hendling Equipment 
Single Inlet and Double Inlet Blowers ® Propeller Fans ® Accessories 
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Farm Electrification 


To the Editor 
| read with great interest your arti- 
cle based on the survey of Mrs. 


Margaret McC 


your conclusi 


rdic. I find many of 


ms very sound. I hope 


that the electrical trade will take action 
on them 

While I agret th t il extensive 
educational job must be done before 
the rural folk will take electrical equip- 
ment to their bosor is their city 
brothers have done,” I believe that 
much of this education job has got to 
be done he farmers 
are ready and anxious for electrical 
equipment Let me cite the pig 
brooder, of wl 1 at least 100,000 are 
now in operation; not one of them 
has been has lled through normal trade 

nnels. 

The sentence that 1! pressed me 
most “M ist be paid 
to the promotion of equipment that 
will help the farm family increase its 
income as well save time and 
energy.” Electricity on the fa sa 
production tool. It must pay its own 
way. Farmers always want the same 
so-called luxury rf non-production 
items that the city dweller te , and 
I think you will agree that he ought 


to have them. (In fact, many applica- 
tions of electricity which 
in the 


are luxuries 


city are inc 


ome producing on a 
farm—lights, for example.) The in- 
Stallation of these less productive 


appliances should follow, 
not precede, 


or certainly 
the installation of equip- 
ment whose use will support the entire 
electrical installation 


It is very well to “sell on the basis 
of service facilities” but you have to 
sell on the basis of the economic value 
to the farmer of the appliance or piece 
of equipment in question. The farmer 
wants to know that maintenance serv- 
ice is available, of course, but he also 
wants to know that he won’t need 
much of it 

Above all, I hope that the electric: : 
trade will study the farm market as 
separate and important part of its 
business. Too often it has been re- 
garded as a windfall side-line. After 


the war, the farm electrical equipment 


business is going to be measured in 
hundreds of millions of dollars I 
don’t think a volume like that ought 
to be looked upon as a side-line. For 
the past few years, the term “order 
taker” has been used widely and 
loosely. Unfortunately, it has been 
applied justly in far to many individual 
cases. I hope this will not be true in 
the future 


— SLATTERY ry yest 
. S. Departme nt of Agriculture 
Electrification Administration 
St. Louis, 2, Mo. 
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Who Will Get the Gravy? 
To the Editor 


In reading your 
1944 I was very 
delighted when I 


yn of March 
much impres 


pt ubli ic ati 
and 
of 


sed 


found the | 


etter 
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MI. Kleinerman of the 


ric of Trenton, N, J. As I was read- 


ng through the pages I was won- 
lering and thinking about the same 


is was in his letter namely what are 


Maxwell Elec- | 


the small electrical dealers going to do | 


ibout the large field of appliances. 


Today you ask your jobber what 


ire the prospects of your handling his | 


line and he comes 
I don’t know 
to do as yet. 
Where 
ket 
the 
light bul 
appli 
as much 
call 


get the 


back with the reply 
what the boss is going 
y drug, meat mar- 
and by the way also 
all handle electric 
e kind of electrical 


I live ever 
and grocery 
furniture 
bs and son 
Now | 
as there is going to be a large 
for electrical appliances who will 
gravy, the old reliable 
cal dealer or some of these that spring 
up over night? What can the dealer 
it? Let’s hear from 


store 


inces. 


do about you 


fellows. 
Le Roy A. GuLprRan, 


Hamilton, N. Y. 


been in busi- 
for 27 years. 


PS. By the way I have 


} 
in Hamilton, N. Y., 


ness 





SHOP TALK 


SoME OF OUR BOYS are getting rather 
nilitary minded, in of the fact 
that the appliance factories are turn- 
ing out munitions. G. H. “Rock” 
Smith of Hotpoint carries 50-caliber 
and 30-caliber bullets, in his vestpocket 
and surprises customers by showing 
how much bigger the 50 caliber is. 
“Explains why U. S. flyers are drop- 
ping so many more Japs,” 


view 


FEW PEOPLE KNow that L. E. (“Ed”) 


LeVee, sales manager for Free Sew- 
ing Machine Co., used to be a boxer 
and a very good one. He still likes 


to put his dukes up and spar a little. 


ANOTHER FARMER in our 
F. A. Newell, service manager for 
Crosley. He owns about 275 acres 


40 miles from Cincinnati and has 23 
faces (Shorthorns to you). The 
boys say he is spending as much time 
figuring out scientific feeding and how 
to increase herd as he does on 
inything else these days. 


white 
his 


Wuen Watter Datty or BENDIX, 
knows a lot of show people, 
brought Dorothy Lamour up to his 
E.E.1, exhibit for a photograph he 
posed with a prominent home 
economist. 

The home economist, flustered a little 
at posing famous movie 
asked her, “Would you please tell me 
what position I should get in so that 
my hips won’t show ?” 

“l’ve been looking for a position 
like that the last eight years,” 
Dorothy Lamour replied. 


who 


her 


with a 


for 







1m wondering in | 


electri- 


he declares. | 


midst is | 


Star, | 
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By M. E. Skinner 14 
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THE HOUSEWIFE’S 
FAVORITE DREAM COME TRUE? 


Laura Lovell turns dream analyst to 
drum up future washer sales for you! 





AURA Lovell’s current gossip column in The Saturday Evening Post, 
Good Housekeeping, True Story, and Parents’ is telling 9,435,420 
housewives to keep on dreaming of new washers with Lovell Pressure 
Cleansing Wringers that help get clothes really clean. But she’s telling them 
to wake up in time to place their orders for new washers with you dealers 
now. This popular advertising is keeping women sold on the idea of home 
washing and Lovell-equipped washers. So your customers who say, “My 
new washer must have a Lovell!” will only be added proof that Lovell is the 


“wringer that helps sell the washer.” 


NINE REASONS WOMEN WANT LOVELL 


















tka! Who ever invented this olf 1. Modern design. 5. Quick, positive pressure release; 
> — eal of doi giana 2. Hand-made rolls. 6. Instant reset lever. 
3, Rustproof steel frames. 7. Automatic drain flumes. 
4. Balanced adjustable pressure. 8. Oilless, soilless bearings. 





9. Automatic roll stop on DeLuxe Models. 











KELVINATOR SERVICE PROGRAM TO HEL 
DEALERS BULD CUSTOMER GOOD WILL 


ATIONAL ADVERTISING SPEARHEADS PLAN 
OR SERVICE DEALER TO HOLD AND BUILD GOOD 
ILL DURING CRITICAL SERVICE PERIOD AHEAD 


The third war summer presents the 
greatest maintenance and repair 
problems ever faced by appliance 
dealers. To help them through this 
critical year, Kelvinator offers its 
1944 Wartime Service program. 
Fully described in its plan book— 
“Keeping Friends Through War- 
time Service” —it suggests how and 
where to obtain new men; how to 


train them; how to handle custom- 
ers to obtain friendly cooperation; 
and shows material from national 
magazine ads to dealer letters to 
help the dealer over the service 
hump this summer. Comprehen- 
sive and complete, the Kelvinator 
Wartime Service Program is offered 
at a time when it is most seriously 
needed! 


BETTER CARE— LESS REPAIR 


is the theme of the two Users’ 
Guides on both refrigerators and 
electric ranges. Each Guide tells 


housewives how to keep these ap- 


NEW MAGAZINE ADS dramatize 
the refrigerator dealers’ determination 
to keep owners “in refrigeration” and 
“cooking facilities” for the duration. 
Breaking in June and July —just when 
the service rush will be heaviest 

their big job is to gain the under- 
standing and cooperation of custom- 
ers if their service calls cannot be 
handled promptly. These striking 
color ads will appear in the Saturday 
Evening Post, McCall's, Better Homes 
& Gardens, Good Hou sekeeping, House- 
hold, True Story and American Home! 


OOKAHEAD WITH 3 nwa 8 AR INVAT A 


pliances operating efficiently — 
gives a check list of the ten most 
important things to do before need- 
lessly calling a service man. 
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LOCAL NEWSPAPER ADS 
that obtain the friendly coopera- 
tion of customers are available to 
all Kelvinator dealers, in half a 
dozen economical sizes. These per- 
sonalized “Better Care—Less Re- 
pair” ads take customers into your 
confidence, ask their help by play- 


ing up the free “Users’ Guides”. 
And they stress the “expert service 
at fair prices” offered by factory- 
authorized Kelvinator dealers. 


AWARDED PROPELLER 
DIVISION, 
NASH-KELVINATO? 
CORPORATION 
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